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Rough Proofs 


“Are advertising men neces- 
sary?” inquires the Associated 
Business Papers. 

Well, they’re necessary to media 
reps, anyway. 


7, F 


Vice-President Marshall insisted 
that what the country needed then 
was a good five-cent cigar, and 
the Post Office and the airlines 
agree today it’s the new nickel 
airmail rate. 


, = 


“Women pick car by looks, Hud- 
son survey reveals,” reports the 
world’s greatest advertising jour- 
nal. 

Fair enough—that’s 
men pick women, 


the way 


a 


Uncle Sam is going after the 
manufacturer of a sleep-producing 
phonograph record, possibly on 
the theory that this field belongs 
exclusively to the Congressional 
Record. 

7, Vig 


According to a newspaper ad, 
“A famous general said, ‘The way 
to win a battle is to get there first 
with the most’.” 

Unedited, it used to read, “Git 
thar fustest with the mostest.” 
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Jim Chapman’s “Modern 
Farmer” program over WTAM 
runs from 6 to 6:45 am. Even the 
modern farmer hasn’t been able 
to get away from the alarm clock. 


+ ¥ 


The Queen Elizabeth, the story 
says, is to have a “remaiden” 
voyage in September. 

Fine—there’s nothing like giving 
a gal a second chance. 


a 


Jack Aspley, founder of Dart- 
nell Corporation, is singing a 
variation of that song about 
knocking the ‘l’ out of Kelly since 
ADVERTISING AGE did it to him. 


. + 


Admirers of Rudyard Kipling 
are getting a great kick out of 
reading the promotion of the Hin- 
dustan Times, which offers cover- 
age of markets like Benares, 
Lucknow, Cawnpore, Rawalpindi, 
Lahore and Jodhpur. 
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American Hairdresser says there 
are now 122,114 beauty shops in 
the U. S. A. 

If your gal isn’t beautiful, it’s 
her own fault. 


> 


Beauteous Joan Smith, Miss 
Stardust of 1946, won a modeling 
contract with Walter Thornton, 
but those who have seen her pic- 
ture are betting 8 to 5 she won’t 
be on Walter’s payroll very long. 

7 ¥ F 


Times have changed. Instead of | 


talking about Joe DiMaggio’s 
twentieth home run, Yankee fans 
are moaning because he dropped 
a fly ball and let in two runs. 
. Vv ¥ 

Gladys the beautiful receptionist 
says one of these days she’s sure 
Lever Bros. will consider giving 
the Lifebuoy account to Biow. 


Copy Cus. 


FOR FUTURE BUYING—Copy pre- 
pared by Futura, Inc., which is offered 
to local banks in Illinois and lowa to 
promote consumer credit accounts. 
Banks buy their own space under a 
franchise plan. (Story on Page 2.) 


Philco to Plump 
for 600-Station 
Crosby Airings 


New YorkK—The big sweat over 
who gets Crosby is over. Philco 
got him (AA, Aug. 19), ending a 
months-long, hot and heavy, costly 
chase in which such would-be 
sponsors as General Motors, 
Texaco and Reynolds Pen, not to 
mention ever-hopeful Kraft Foods, 
were left in the lurch. 

Bing signed a three-year deal 
with Philco, through Hutchins 
Advertising Company, to do a 
transcribed show which the elated, 
ambitious sponsor hopes to put on 
“an unprecedented total of over 
600 stations throughout the world 
.. . the largest group of stations 
ever to carry a radio program.” 

Up to last mid-week, however, 
it was not officially known which 
network would air the platters. 
Everett Crosby, Bing’s brother, 
told AA Wednesday this has not 
been decided. Rumor favored 
ABC, which would schedule the 
program at 9 p.m. Wednesdays, 
but other reports had Mutual still 
in the running. CBS and NBC, 
with no-transcription policies, 
were not likely to change this rule 
even to get Crosby. 


Gets $24,000 a Week 


The crooner will get a minimum 
of $24,000 for the half-hour stint 
for Philco, with a bonus for every 
outlet added after the show at- 
tains the 325-station mark. 

Another unusual feature of the 
pact is that Crosby agrees to do 

(Continued on Page 67) 


We'll Never Reach 


‘Normal.’ Turn to 
Editorials, Page 12. 
Other Features: 


Ad-libbing 2 
Admen Coming Back . 20 
Coming Conventions 36 
Feature Page ... ; 45 
Getting Personal . aoa atet 56 
Information for Advertisers. 12 


In Washington .......... 18 
eee él 
Photographic Review ..... 65 
Rough Proofs......... _ 
Voice of the Advertiser 22 


| 1945. 


Wallace Champions 
Newcomers in Air 


Cargo Competition 


Commerce Chief Asks 
CAB to Drop Rule 
Limiting Flights 


WASHINGTON—As the bitter 
struggle for domination of air 
cargo moved toward a climax, 
Commerce Secretary Henry Wal- 
lace stepped forward this week 
as the vigorous champion of non- 
scheduled air services, struggling 
for a toehold on the developing 
air freight business. 

Protesting a proposed Civil 
Aeronautics Board rule reserving 
some of the best cargo markets 
almost exclusively for “certified” 
carriers, the Commerce Secretary 
argued that the board ought to try 
an additional period of competi- 
tion before deciding whether the 
certified carriers need extra pro- 
tection. 

The non-scheduled carriers 
themselves have already aroused 
so much complaint, through news- 
paper advertising and other ac- 
tivity, that CAB extended the 
time for filing objections, and 
promised discussion of the dis- 
senting opinions. Mr. Wallace 
called for “an open door” until 
additional hearings have investi- 
gated the economic consequence 
of competition, including its effect 
on rates, the financial position of 
established lines, and the size of 
the air mail subsidy paid to cer- 
tified carriers. 


Asks Rule Suspension 


The Secretary argued that CAB 
suspend a proposed rule limiting 
non-scheduled carriers to a maxi- 
mum of 10 flights monthly be- 
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Spun Sun 


NEU MEP MER CRIES SP MEME RO LENE. NOD DMEM? 


vo 


~~ 
Mert Richard 


‘ 


LIGHTWEIGHT — Stressing ‘Warmth 

without weight,” this full-color maga- 

zine page will introduce Fiberglas-lined 

sportswear made by the Albert Richards 

division of Fried, Ostermann Co., Mil- 

waukee. Spun Sun is the trade name 
for the new lightweight lining. 


‘Spun Sun’ Lining 
Makes Big Splash 


in Promotion Debut 


Plans National Ads 
for Fiberglas-Lined 
Sportswear Items 


MILWAUKEE — Heralded as the 
newest development in the gar- 
ment industry since the zipper, 
Fiberglas-lined sportswear made 
by the Albert Richard division of 
Fried, Ostermann Company made 
its international debut here last 
week in a welter of promotion and 
advertising. 

Fiberglas is the trade name for 
the glass fiber material developed 
by Owens-Corning Fiberglas Cor- 


(Continued on Page 62) 


(Continued on Page 66) 


Last Minute News Flashes 
Goodrich to Drop ‘Detect and Collect’ 


AKRON—B. F. Goodrich Company will definitely cancel sponsorship 
of “Detect and Collect,” heard over ABC Thursdays 9:30-9:45 p.m., 


EDT, effective late in September. 
placement. 
renewal, U. S. Steel’s “Theater G 
return. 


Goodrich is shopping for a re- 


Another ABC program recently reported uncertain of 


uild,”’ is now scheduled for a fall 


Agency for both shows is BBDO. 


Expands National Advertising for Yuban 


New YorK—General Foods is expanding national advertising on 


Yuban, its quality coffee blend, to 
& Gardens, The Saturday Evening 
newspaper advertising on society 


include full pages in Better Homes 
Post and Time and is stepping up 
and review pages as the product 


becomes available. Unlike the Maxwell House copy, Yuban is not 
identified as a General Foods product in the ad, which is headlined: 
“Join the inner circle of coffee lovers.” Benton & Bowles is the agency. 


‘Newsprint Supply Increas 


ed in July, Says ANPA 


New YorK—Newsprint in the hands of daily newspapers reporting 


to the American Newspaper Publis 


hers Association was 37 days’ sup- 


ply at the end of July, 1946, an increase of seven days’ supply from 


the end of June, 1946. 


This compares with 54 days’ supply in July, 


Waterman Budget Increased to $1,500,000 


New YorK—With fountain pen competition 
| Waterman Company will increase its advertising budget from $1,000,- 
000 in 1946 to more than $1,500,000 in 1947. 


in the next few weeks. 
will be the principal media. 
is the agency. 


intensifying, L. E. 


Plans will be completed 


Magazines, newspapers and network radio 
Charles Dallas Reach Company, Newark, 


Schenley Laboratories Account Goes to Klemtner 
New YorK—Schenley Laboratories, Inc., a subsidiary of Schenley 
Distillers Corporation, has switched its account from Biow Company, 
New York, to Paul Klemtner & Co., Newark, medical agency. 
(Additional News Flashes on Page 67) 


JWT Adds Ford 
Dealer Accounts 
in Agency Shakeup 


Rumor Possible Split 
of Mercury, Lincoln 
Segments After Jan. | 


Detroir—The Ford Motor Com- 
pany’s dealer account will be 
handled by J. Walter Thompson 
Company exclusively, effective 
Sept. 
signs from it. There are also in- 
dications that JWT will be Ford’s 
only agency, since it was reliably 
reported that Kenyon & Eckhardt, 
which previously handled the 
“Ford Sunday Evening Hour,” 
will no longer place that portion 
of the account. 

This leaves JWT firmly in the 
driver’s seat at Ford, and ends 
the persistent jockeying which has 
gone on since the Ford company 
went to Thompson in December, 
1943, replacing Maxon, and the 
dealer accounts were awarded to 
Maxon on Jan. 1, 1945. The dealer 
accounts were subsequently split, 
with Thompson moving in to pick 
up the Chicago regional commit- 
tee as well as two committees on 
the East Coast and the West Coast 
committees. Of the 33 dealer ac- 
counts, however, Maxon was re- 
tained by 23. 


Pay $10 Per Car 


The original set-up, based on 
roseate 1945 predictions of 1946 
production, would have made the 
dealers’ account worth between 
$12 and $15 million, the amount 
of the war chest set up by con- 
tributions of $10 per car shipped 
to each dealer (AA, Dec. 10, 1945). 

JWT made inroads into the 


Philip Morris, 
‘Pasteurized,’ 
Tests New Copy 


New YorK—Philip Morris & Co. 
Ltd. last week began testing a new 
copy theme, taking a leaf from 
the “It’s Toasted” school of cig- 
aret claims with a caption reading 
“Philip Morris PASTEURIZED.” 

Running in Providence, Spring- 
field and New Haven in 1,000 
lines, through the Biow Company, 
the ad features as a secondary 
theme the claim that Philip Mor- 
ris is “Thermo-vized. Just as 
‘pressure cooking’ retains the nat- 
ural flavor of fine food ... so 
‘Thermo-vize’ retains the natural 
flavor of fine tobacco.” 

The copy shows a reproduction 
of the package below a headline 


“Better to Smoke . . . Better for 
You!” Below the package is the 
large “PASTEURIZED” theme 


which declares that “Heat purifies. 
So for a clear, clean, fresh smoke, 
the world-famous Philip Morris 
tobaccos are purified and mel- 
lowed by radiant heat—‘PAS- 
TEURIZED’ for your protection!” 
The “Call for Philip Morris” 
line with a cut of the page boy 
at the bottom of the ad is followed 
by the “Always Better—Better 
All Ways” line and an additional 
“Pasteurized for your protection— 
Thermo-vized for better taste!” 


1, when Maxon, Inc., re- . 
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dealers’ account by gaining the 
sponsorship of the Bob Crosby 
show on CBS, which was financed 
by $1 of the original $10-per-car 
contribution by individual dealers, 
As production failed to provide 
the necessary funds to back the 
show, Ford underwrote a portion 
of it (AA, Private Lines, May 27). 

The remaining $9 was divided 
between promotion—$8—and mer- 
chandising—$1—but it is likely 
that the expenses incurred by the 
agency were never fully covered 
by the billings received from local 
placements. Some of the com- 
mittees are becoming active in 
newspaper, local radio and out- 
door. It was said that Maxon 
would be reimbursed by Thomp- 
son for losses the agency in- 
curred in handling the account, 
which are believed to have been 
around $500,000. 

The future of the Ford dealer 
accounts remains uncertain. It 
was rumored in advertising circles 
that by the first of next year the 
dealer accounts as such will no 
longer be in existence. The com- 


pany will place all advertising 
direct, it was said, although the 
dealers will still be invoiced at 
the per-car-rate. 


To Split Account? 


It was further rumored that 
after Jan. 1, the Ford account 
will be split, and that agencies 
will be asked to solicit the Lincoln 
and Mercury portions of the ac- 
count. The account has always 
previously been placed as a whole, 
except where another agency 
handled the radio portion. 

Still undecided this week was 
the re-shuffle of personnel which 
the switch of accounts would make 
necessary. When Maxon took over 
the dealers’ account, it had to ex- 
pand its offices to include Kansas 
City, Dallas, Los Angeles and a 
cooperative arrangement with an 
agency in New Orleans. Under 
tentative plans, JWT would take 
over Maxon personnel in the 
Kansas City, Dallas and Los An- 
geles offices, and some Maxon 
people working on the Ford dealer 
accounts in other offices will 


also be absorbed by Thompson. 

Indications are that Thompson 
will continue its radio show for 
the dealers, presumably the Dinah 
Shore show recently signed. Some 
of the dealer accounts have shown 
recent activity, and increased pro- 
duction should make the account 
more profitable. 


Credit Plan Is 
Offered to Banks 


in Two States 


(Picture on Page 1) 


Cuicaco—In efforts to increase 
the number of instalment buyers 
using bank credit, Futura, Inc., is 
offering to banks in Illinois ahd 
Iowa the franchise rights to its 
Futura Purchase Club. Under the 
plan the consumer may lay aside 
funds for future purchases, much 
like the well-known Christmas 
Club plan used by banks. 

For its franchise, the price of 
which was not disclosed, each 
bank receives advertising material 


amounting to about 800 column 
inches for a period of a year. Copy 
is prepared by Futura, Inc., but 
space in local newspapers is paid 
for by the bank. Bank customers 
using the plan receive membership 
cards, brochures and use of a buy- 
ers’ library maintained by Futura. 
Futura estimates that it spends 
about $15,000 annually in prep- 
aration of copy, mats and other 
advertising material. 

Copy portrays illustrations of 
home appliances by national 
manufacturers, housing plans, 
automobiles, all illustrated in the 
manner of things to come. 

Futura, Inc., headed by Chester 
Goodstein, was organized in Sep- 
tember, 1944, and began operation 
in the summer of 1945. It contacts 
banks in the two states covered, 
through a force of salesmen be- 
lieved to number less than 50. 

The plan is being used by banks 
in nine Iowa cities including Iowa 
City, Sioux City and Waterloo, and 
in Illinois in an undisclosed num- 
ber of cities, including Decatur, 
where the plan is used by the Citi- 
zens National Bank. 


PETER MINUIT ...and the economics of foreign trade 


Peter Minuit and his men knew a good value 
when they saw one... 


As the first Dutch Governor of New Amsterdam, 
Peter was the man who bought Manhattan from the 
Indians for $24 worth of beads and trinkets and a 


bottle of rum... . 


He would have paid more, certainly, but the 


Indians didn’t know it. . 


. And yet even in this 


transaction, which seems so one-sided to us now, 
both the Indians and Peter Minuit saw an advantage 


for themselves . . . 


Foreign trade is like that—for trades will not 
be made unless all parties feel there is something to 


be gained... 


But people are different today—in all parts of 
the world they put much the same value on things. . . 
Nobody, not even Peter Minuit, could buy valuable 
goods and services for a few dollars. . . 


And since most men know good values today— 
success in foreign trade is achieved by giving the 
buyer more and better products for his money .. . 


As publishers of business magazines for the 


overseas automotive trade, the Latin American in- 


dustrial and construction industries, and the pharma- 


ceutical and allied fields—we have been constantly 


improving our services for more than 25 years. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


New York @ Philadelphia @ Boston @ Cleveland @ Chicago e@ Detroit 
@ Mexico City @ Riode Janeiro 


Los Angeles @ Atlanta @ 


Washington @ Buenos Aires 


@ San Francisco 
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Networks Getting 
Fall Program 


Sponsors on Line 


New YorK—Ford and U. S. 
Rubber signed network radio con- 
tracts last week as the fall pro- 
gramming picture took shape. 
Ford, through J. Walter Thomp- 
son Company, will sponsor CBS 
sportscasts of Columbia Univer- 
sity’s six home games starting 
Sept. 28. U. S. Rubber renewed 
sponsorship of the New York 
Philharmonic-Symphony Sundays 
on CBS, effective Oct. 6, through 
Campbell-Ewald Company. 

(An earlier compilation of fall 
programs on the four major net- 
works starts on Page 60 of this 
issue. ) ; 

Mutual Benefit, Health & Acci- 
dent Association, Omaha, which is 
sponsoring “Mystery Is My Hobby” 
on Mutual as a summer replace- 
ment for “Freedom of Oppor- 
tunity,” will introduce a new 
show on Mutual Oct. 13 starring 
Gabriel Heatter, commentator,. as 
narrator on a dramatized success- 
story series, “You Can Do It.” The 
program, handled by Arthur 
Meyerhoff & Co., Chicago, will be 
aired Sundays at 10 p.m. 

Philip Morris, through Biow, 
reportedly will sponsor Rudy 
Vallee on NBC Tuesdays 8-8:30 
p.m., in a show similar to the one 
the singer did for Procter & 
Gamble last season. 

Canada Dry is expected to pre- 
sent Meredith Willson in a musical 
offering resembling his summer 
series for Maxwell House. The 
beverage company’s show, handled 
by J. M. Mathes, Inc., will be 
heard on CBS Fridays, 7:30-8 p.m. 

F. W. Fitch Company, because 
of the heavy budget for its new 
Phil Harris-Alice Fay “Band- 
wagon” on NBC, may drop 
“Rogue’s Gallery” and “Vic and 
Sade” on Mutual. 

A television contract with NBC 
has been signed by Goodyear Tire 
& Rubber Company, through N. W. 
Ayer & Son, to sponsor telecasts 
by WNBT of seven Army cadet 
football games from New York 
and West Point. The deal marks 
Goodyear’s first use of video. 


Joins Travel Promotion 


Jasper M. Rowland, formerly di- 
rector of creative production of 
Russel H. Potter Associates, has 
joined the advisory board of 
Travel Promotion Associates, with 
headquarters in New York, as 
counselor of air transportation. 
Before joining Potter, he was as- 
sistant to the director of public 
relations of American Airlines. 


Manchester Resigns 


Don Manchester has resigned 
as a vice-president in Chicago of 
Foote, Cone & Belding. He has 
not decided on future plans. 


Paper is scarce and valuable 
... avoid hoarding and waste. 


Conlled 


THE MARTIN CANTINE COMPANY 
“SAUGERTIES, N.Y. ~ 
Specialists in Coated Papers since 1888 
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COMPREHENSIVE SECTIONS 


to assist the Institutional Buyers and Specitiers 


; 1. MANUFACTURERS’ CATALOG products with key to manufac- 
- SECTION — Includes up-to-dafe turers. Of great assistance 
: od ee leading manu- where only trade name is known. 
acturers in field displayed for 
c : = 
‘ = reference and simplified Sar oeien ote a capi pe 
a 7 reference information of special 
1 2. CLASSIFIED DIRECTORY SEC- importance to institutional oper- 
a TION—Lists products used in all -ators. 
types of institutions, together 
A 5.NAME AND ADDRESS SEC- 
with manufacturers of each. ; 
- Cross-indexed for greatest fa- ph oa comptete yn 
s cility. . and address information on thou- 
” vone.| . 4 - sands of manufacturers whose 
. ve a... y 24 ‘ 3. TRADE NAME SECTION—Lists products are classified in Sec- 
" wa i ZB Pe trade names of institutional tion 2. 
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Your product information, displayed in the Manufacturers’ 
. Catalog section of the big new INSTITUTIONS CATALOG 
sale DIRECTORY, will bring you into closer contact with the men 
i- nA and women who control the purchasing power in the ten bil- 
of SERVING ALL SEGMENTS lion dollar institutional field. 
as ° 
of Next to the personal calls of your sales force, INSTITUTIONS 
= OF THE INSTITUTIONAL F lELD CATALOG DIRECTORY represents your most effective year- 
a. around meeting place in which to keep your name and prod- 
s- The coverage of INSTITUTIONS ucts constantly before the large consumers of all types of 
ic CATALOG Tee ORY includes mass feeding, mass housing products. 
the following types of institutions: It was to meet the long-felt need of these institutional buyers 
that INSTITUTIONS CATALOG DIRECTORY has been intro- 
ed @ Hotels duced. Widely recognized throughout the field as its "Head- 
of @ Hospitals quarters for Product Information," the publishers of INSTI- 
- @ Schools and Colleges TUTIONS Magazine have developed in INSTITUTIONS CATA- 
tt @ Industrial Cafeterias LOG DIRECTORY the first complete, comprehensive and 
@ Railway Systems centralized source of buying and specifying data on products 
= | @ Motels used in all types of institutional operations. 
~—T @ Restaurants Conceived and compiled by an organization with a long and 
; @ Air Lines successful record in — and agnor pa see 
. Off Idi an organization fully familiar with institutional purchasing 
ee practices and methods .. . INSTITUTIONS CATALOG DIREC- 
@ Jobbers, Dealers TORY is designed to perform a vital, indispensable service 
; @ YMCA's and YWCA's among these important buying factors. 
@ Steamship Lines For complete details on INSTITUTIONS CATALOG DIREC- 
@ Public Institutions TORY and how it can be utilized to best serve your purposes, 
Beeeecsssctaese ; write direct or 


"we, 


. » CONSULT “your A DVERTISING 


INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS — 
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CARE Schedules 
170 Newspapers 
in 12 Languages 


New YorK—Advertising and 
promotion for CARE (Cooperative 
for American Remittances to 
Europe, Inc.) have been greatly 
expanded as a result of initial suc- 
cess of 1,000-line advertisements 
in New York dailies (AA, July 8). 

CARE is a non-profit, govern- 
ment-approved organization of 25 
relief agencies, selling surplus 
Army ‘“10-in-1” rations now in 
foreign warehouses, for delivery 
in 11 European countries. 

Although government reports 
have indicated that the threat of 
actual starvation in Europe is al- 


most past, CARE emphasizes that 
tens of millions of people are in 


'a dangerous nutritional condition. 


CARE copy declares that its pack- 
age contains the most nutrient 
purchasable for the price, $15, all 
of which goes for food—profit, 
tax and duty-free. 

CARE ads are appearing (in 
1,200-line space in full-size papers 
and 1,000-line space in tabloids) 
in 83 English-language papers in 
48 cities throughout the country. 
A full page is scheduled for the 
Sept. 1 American Weekly, and 
1,200-line ads are already appear- 
ing in 87 foreign-language papers, 
in 11 languages. 


Publicity Also Used 


The current campaign is de- 
signed “to start a snowball rolling 
which can grow, by momentum 


and locally sponsored ads, into 
the gigantic movement necessary 
to make even a dent in Europe’s 
nutritional problem,” a Benton & 
Bowles spokesman told ADVERTIS- 
ING AGE. Similarly, a _ publicity 
campaign supporting this  pro- 
gram is being pushed by Flanley 
& Woodward, public relations or- 
ganization. 

Locally sponsored ads, using 
agency-prepared mats and cuts, 
are being encouraged, with de- 
partment stores and banks most 
frequent sponsors. Macy’s store 
here has already scheduled New 
York newspapers for an ad en- 
dorsing the CARE plan, and a 
CARE representative is visiting 
department stores in other cities, 
where retailers will be asked to 
use posters, window displays and 


sales booths as well. 

The labor press has lent suffi- 
cient support to require a full- 
time coordinator, and almost 100% 
response has been forthcoming 
from radio spots which are re- 
leased every fortnight to program 
directors of the 1,200 stations 
throughout the country. In addi- 
tion, the State Department is 
beaming broadcasts to many 
European countries outlining the 
program. 


To Stevens-Lander-Young 


Eaton Company of California, 
Pasadena boys’ wear company, 
and General Headwear Company 
of Los Angeles, manufacturer of 
men’s and boys’ sports hats and 
caps, have named Stevens-Lander- 
Young Advertising, Los Angeles, 
to handle their advertising. 


“The Sun presents a sound cross section 
of American thinking” 


EXECUTIVE DIRECTORS of important social organizations are meticulous in their 


choice of daily newspaper reading. Theirs is an interest beyond their own personal 


preferences—keyed as it is to consideration for the people they work for and with. 


The Sun is their evening newspaper. Here is further corroboration of the findings of 


the L. M. Clark organization's independent research which rates The Sun “one of 


America's best read dailies." 


and editorials . . 


MARGARET WEBSTER, Executive Director, 
YWCA of the City of New York 


For me The Sun has always been a very friendly 
newspaper. As Executive Director of the YWCA, I 
am particularly interested in its special features, for 
they tie in with the interests of our members .. . 
features such as articles on beauty, cooking, photog- 
raphy, care of pets, and garden news. The Arts and 
Antiques pages, too, are helpful to our Art Students’ 
League in their work in design and crafts. 


PETER CAPRA, Executive Director, The Boys’ Club of New York 


I like The Sun’s presentation of news, its columnists 
. they present a very sound cross- 
section of American thinking. George Sokolsky is 
my favorite columnist and Grantland Rice’s articles 
on sports are excellent. 


Advertising Age, August 26, 1946 


Motor Car Group 
Starts Program 
fo Get Pig Iron 


New YorK—If the Civilian Pro- 
duction Administration does not 
“rescind or modify” its order di- 
verting from new housing and 
farm implements the pig iron 
needed for the replacement of 
automobile parts, “it will be nec- 
essary to implement logic and 
persuasion with brass knuckles,” 
Motor for August, published this 
week, emphasizes in an article, 
“Parts Shortage Is National Peril!” 

“Half the passenger cars in use 
are 10 or more years old,” Motor 
explains, “and it obviously re- 
quires an infinitely larger num- 
ber of parts to keep them operat- 
ing than... when they were half 
that age prior to the war.” 

Pig iron for production of new 
cars also is short, James Dalton, 
editor of the magazine, told AA. 


Promises All-Out Fight 


Motor, the story said, “proposes 
to fight as effectively as it knows 
how, with all the allies it can 
find .. . to force our representa- 
tives to consider intelligently, in 
order of their importance, the 
vital needs of 140,000,000 Ameri- 
cans.” 

The magazine intends to launch 
a “Washington relations” program 
with such organizations as the 
National Automobile Dealers As- 
sociation and the American Auto- 
mobile Association, both of which 
already are actively in this fight. 
This would be supplemented by 
wide-scale public relations and 
possibly a cooperative advertising 
program. 

Stymied by materials shortages 
and continuing labor difficulties, 
it was said, new car production 
still is only a fraction off schedule. 
Unless conditions improve sud- 
denly, the major motor makers 
will operate in the red for the 
entire year 1946. 

Although automotive advertis- 
ing has expanded this year, it is 
still very much smaller than it 
was in 1941 and in earlier pre- 
war years. Probably it will not 
grow substantially until the in- 
dustry can see a profit. 


PCA Features Service 


| Capital Airlines—PCA this week 
began an all-DC4 operation from 
/New York to Chicago, and fea- 
_tured its expansion with large 
| space copy in the New York Times 
‘and Herald Tribune, Edwin Lewis 
|Ryan, Inc., Washington, has the 
account. 


J. A. BRUNTON, JR., Greater N. Y. Councils, 
Boy Scouts of America 


The privilege of perpetuating the great American 
tradition of a free press carries with it the respon- 
sibility of courageous, accurate, complete, honest and 
dignified dissemination of the news, In addition, a 
newspaper at its best is a good family newspaper. 
In all of these The New York Sun ranks tops. It 
strikes me as particularly good newspaper reading 
diet for young people. 
ay ee FS 


The 
NEW YORK 


Represented in Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 
Boston, Tilton S. Bell. 


Roth Appoints Y&R 


| Chester H. Roth Company, New 
| York, has appointed Young & 
| Rubicam, New York, to direct the 
‘campaign for its Esquire line of 
/men’s hosiery, which will be the 

first consumer advertising pro- 

gram ever conducted in the 20- 
| year history of the company. 


\To Irwin Vladimir 

Armstrong Rubber Export Cor- 
poration, New Haven, Conn., has 
| named Irwin Vladimir & Co., New 
| York, to handle its advertising. 


TRUCKS... 


@ The world’s top users of trucks are 
agriculture, construction, and oil fields 
(allied with construction in some phases, 
of course). Does your advertising sched- 
ule recognize the potentialities involved? 
Call the nearest O11 WEEKLY representa- 
tive. 


The OIL WEEKLY 


New York Cleveland 
Tulsa Los Angeles 


Houston 


Chicago 
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| If this is the 
basket youre 


: Shooting for 
) if 


, ... You'll Want 


THE INDIANAPOLIS oT 1940 
Gy / 


5,000 housewives were surveyed in this first scientific study of the Indianapolis market. 


The food section shows buying habits, consumer preferences, dealer distribution for these products: 


Baby Cereals Cheese Frozen Foods Oleomargarine 
Baby Foods Chocolate Bits Gelatin Dessert Peaches 
Baking Mixes Cocoa Juices Salmon 

Baking Powder Coffee Macaroni and Spaghetti Salt 

Bread Crackers Macaroni Dinners Shortening 
Breakfast Foods Dessert Powders Mayonnaise Soup 

Canned Beans Dog Food Meat Sauce Tea 

Canned Meat Flour Milk Tuna 

Catsup Food Drink Powders’ Mustard Yeast 


Other sections on soaps and cleansers, toiletries and cosmetics, electric appliances, automobiles, 
tobaccos, alcoholic beverages and soft drinks. 


Write To 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


Affiliated With Radio Station WIRE Basic NBC @ 5,000 WATTS 


* 
Since 1936 The Star has been first in Indiana in Total Advertising Linage 
KELLY-SMITH COMPANY, National Representatives 


BETTER THAN 96 %, HOME DELIVERED 
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50-Year Brands 
to Be Honored 
at Two Dinners 


New Yorx—The Brand Names 
Research Foundation has sched- 
uled two more testimonial din- 
ners to honor American brand 
mames of more than 50 years’ 
standing in San Francisco Sept. 11 
and in Minneapolis Sept. 24. 

The San Francisco meeting, 
under the joint auspices of BNRF 
and the Advertising Association 
of the West, will be held at the 
Palace Hotel. Charles W. Collier, 
managing director of the AAW, 
pointed out that all western manu- 
facturers were eligible to submit 
applications for awards, adding 
that invitations to submit applica- 
tions had been sent to 2,000 com- 
panies. Companies are not re- 
quired to belong to either BNRF 


or AAW to be eligible for awards, 
he said. Applications may be filed 
at the Advertising Association of 
the West’s office in the Monad- 
nock building, San Francisco, or 
BNRF’s headquarters at 119 W. 
57th St., New York. 

The Minneapolis session, at the 
Hotel Radisson, will be sponsored 
by the Minneapolis Civic and 
Commerce Association, as well as 
advertising organizations of the 
Twin Cities area. 


Others Already Held 


These are the sixth and seventh 
dinners of a series. Others have 
been held in Cincinnati, Philadel- 
phia, New York, Chicago and Bal- 
timore. 

At Baltimore BNRF announced 
“Operation Baltimore,” the pilot 
study which set the pattern for its 
subsequent “Operation America,” 
a plans book for instructing ad- 
vertisers and agencies in methods 
of moving national brand promo- 
tion into copy (AA, May 27). 

BNRF' officials reported this 
week that “Operation America” is 


moving “very well,” that more 
than 8,000 copies of the plans book 
have been distributed, and that 
initial response from advertisers 
and agencies has been excellent. 
Among national advertisers, such 
companies as Minnesota Valley 
Canning and Swift & Co. are de- 
voting portions of their copy to 
brand name promotion, and large 
and small retail outlets all over 
the country are using BNRF 
themes in their copy. Agencies 
have been somewhat delayed, due 
to the advanced deadlines on 
which they work. 


Seek Surplus Stocks 


The foundation has also been 
immersed in an argument with 
the War Assets Administration, 
centering on whether manufac- 
turers are to be permitted to re- 
purchase their  brand-identified 
goods from surplus stocks. The 
foundation contends that most of 
these goods are damaged, that the 
only purpose of their re-purchase 
is to prevent them from being put 
on the market, and that the manu- 


Party 


Did you ever throw a party for a million people?* The Evening Bulletin did it at 
its annual July 4th event—a victory celebration for Philadelphians. 


Big military parade and review, bucking broncos, balloon ascensions, mile-long caravan 
of army exhibits, two jive orchestras, the heavens ablaze with spectacular 
fireworks in the evening—more than 150 events and exhibits in 3919-acre Fairmount Park. 


The favorite word of the circus publicity man is the only adequate one— 
stupendous. That’s the word, too, for the expressions of praise poured on the 
party’s host—The Philadelphia Evening Bulletin. 


IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 


*Police and Park Depts. estimate, supported by transit traffic figures 


facturers have no intention of re- 
possessing the goods for resale. 

The WAA now permits original 
producers to re-purchase goods 
when they “can perform certain 
necessary functions, such as re- 
pairing, rehabilitating, sorting, 
grading or testing, more effectively 
than the disposal agency or 
others.” 

The BNRF’s position is that the 
sale to the public of damaged 
merchandise “would deceive the 
consumer and cause irreparable 
damage to the reputations of the 
manufacturers.” 

The foundation also charges that 
in some instances goods were sold 
to the government at low cost 
during the war on condition that 
they were to be sold only to mem- 
bers of the armed forces overseas, 
but that these goods are now be- 
ing returned from abroad and be- 
ing offered for sale by WAA. 


Ronson to Expand 
Ad Campaign for 
Final ‘46 Quarter 


NeEwarK—Ronson Art Metal 
Works, Inc., will step up adver- 
tising in’ magazines, radio and 
newspapers during the last quar- 
ter of this year to promote Ron- 
son lighters and lighter accessories. 
The company is celebrating its 
50th anniversary this year. 

Large-space advertisements will 


be scheduled in The American 
Weekly, Bride’s Magazine, Col- 
lier’s, Harper’s Bazaar, House 


Beautiful, House & Garden, Life, 
The New Yorker, The Saturday 
Evening Post and Vogue. The cur- 
rent radio quiz program, “20 
Questions,” broadcast over 17 out- 
lets of Mutual Broadcasting Sys- 
tem Saturdays, 8-8:30 p.m., will 
be heard over 120 more outlets; 
newspapers will be scheduled as 
the Christmas season approaches, 
and color pages and spreads will 
appear in business publications. 

Cecil & Presbrey, New York, 
handles the account. 


Will Use Spot Radio 

Seeck & Kade, Inc., New York, 
will feature its product, Pertussin, 
on a five minute record program 
titled “A Hit of the Day” on Sta- 
tion KNX, Los Angeles, on a 30 
week contract, effective Sept. 2. 
The program will be aired Mon- 
days, Wednesdays and Fridays, 
10:35-10:45 am., PST. Erwin 
Wasey & Co., New York, handles 
the account. 


Rudden hats ce 


Advertising Age, August 26, 1946 
‘Curly’ Begins 
Sales Promotion 
for Cudahy 


Cuicaco—A pig has been added 
to the sales staff of Cudahy Pack- 
ing Company! 

He is “Curly,” Cudahy’s new 
trademark, cartooned in the ap- 


proved Hollywood style with a 
bow tie almost as big as Cudahy’s 
hopes for his future. 

Beginning in September issues 
of Family Circle and Sunset Maga- 
zine, plus copy in more than 100 
newspapers from coast to Coast, 
“Curly” will appear in Cudahy 
ads. He will also be present on 
all Cudahy’s store material and 
special promotional pieces. 

Copy boosting “Curly’s” debut 
is planned for national magazines, 
but no schedule has been an- 
nounced. Grant Advertising, Chi- 
cago, is the agency. 


Launches Wine Drive 


W. A. Taylor & Co., New York, 
is currently running a two-color 
series in Life for Valliant wines. 
In October a four-color campaign 
will be launched in national maga- 
zines and Sunday magazine sec- 
tions, Charles W. Hoyt Company, 
New York, is the agency. 


Appoints Joseph Katz 


Chunk-E-Nut Products Com- 
pany, Philadelphia and Pittsburgh, 
manufacturer of Chunk-E-Nut 
peanut butter and other nut prod- 
ucts, has appointed Joseph Katz 
Company, New York. 


| 


Collins 
Miller and 


Hutchings — 


207 NORTH MICHIGAN AVENUE 
CHICAGO I, ILLINOIS 
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Though couples are said to be happily mated, 
‘ Their angles on buying are oft unrelated. 


’Cause marriage won’t change a man’s taste in cigars 
Or his wife’s predilection for open-top cars. 


So those in the know may be quoted as telling 
How businessmen frown upon one-sided selling. 


Selling building materials in the surest of ways 
Means telling both sexes. (It definitely pays). 


The American Magazine double-exposes 
Your ads to both sexes, it’s under both noses. 


Double exposure, the outstanding buy 
Makes certain both sexes will give you the @» 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, WOMAN'S HOME COMPANION 


'sa Split’ Decision! 


Wee 


merican 
Magazine 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 


NOW AVAILABLE 


“Housing plans of American Magazine Families” — 
the immediate market for new homes, home furnishings, 
home repairs, as disclosed by a nation-wide survey. 
Write for your free copy. 
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Florists See Drop 
in ‘Wire’ Sales 
from $33 Million 


NEw Yorx—The return home of 
veterans and war workers will 
bring the dollar volume of flowers 
sold by telegraph in 1946 below 
the record total of $33 million 
reached last year, W. E. Joy of 
Columbus, Ga., president of the 
Florists Telegraph Delivery Asso- 
ciation, emphasized last week be- 
fore the 32nd annual convention of 
the organization. 

It was the group’s first gather- 
ing since 1941, and delegates con- 
vened from five European coun- 
tries, Canada and Mexico, as well 


“1000 USEFUL WORDS” 


Every writer of advertising cepy needs ‘‘Com- 
pendium of {000 Useful Words for Advertis- 
ers.”’ —— classification produces the right 
word quickly. Will lend greater tone, variety 


yand emphasis your copy. An unexcelled 
idea starter. 50c, postpaid (no stamps). 
Money-back guarantee. 


A. A. ARCHBOLD 
260 S. Ash Ave., Burbank, Calif. 


as all parts of the United States. 
No discussion of advertising plans 
was held. 

Erwin Hamme of the associa- 
tion’s visual education depart- 
ment predicted a trend toward 
longer and more colorful bridal 
bouquets. He declared that real 
flowers will be worn in increasing 
numbers on hats as well as in 
the hair. More artificial floral 
centerpieces and displays, as well 
as a greater variety of novelties 
in corsages, were forecast by Peter 
Tryforos of Tryforos Brothers, 
New York. He added that there 
is a good supply of flowers this 
year. 

John Hunt of Dundee, Scotland, 
president of International Florists 
Telegraph Delivery Service, de- 
clared there will be a quick re- 
covery for the floral business in 
Europe, because governments are 
permitting florists to grow more 
flowers. He said the international 
group is planning a special serv- 
ice, approved by European gov- 
ernments, permitting the decorat- 
ing of graves of soldiers buried in 
cemeteries abroad. He explained 


that, after graves had been located 
by local authorities, the interna- 
tional florists’ organization would, 
for a fee, place flowers regularly. 


American Tobacco 
Loses in OPA Case 


The Office of Price Administra- 
tion was awarded a judgment of 
$347,607 last week by Judge John 
Bright in federal district court, 
New York, in a suit against the 
American Tobacco Company for 
alleged over-ceiling sales of Lucky 
Strike cigarets to wholesalers. The 
government said the violations 
occurred from Dec. 1, 1943, to 
July 1, 1944, when the company 
allegedly reduced its allowance to 
distributing agencies from 3%, or 
$1.80, to $1.25 per case. 

The company did not dispute the 
overcharges, but pleaded that vio- 
lations, if any, were not wilful. 
OPA asked a judgment of $347,- 
607, the actual amount of over- 
charge, and that it be allowed a 
“partial summary judgment,” 
leaving the question of excess 
damages for later determination 
by trial. Judge Bright held he 
was not allowed to enter a partial 
judgment. 


A LITTLE 


OFTEN GETS A BIG 


EXTRA EFFORT 


RESULT! 


stations we represent. In fact, it doesn’t attempt to “sell” any par- 


ticular stations at all. 


It does give you down-to-earth, double-checked figures on the costs of 
spot-broadcasting, as compared with newspapers, magazines, and net- 


work radio. It does contain facts which may completely change your 


ideas of media values. 


As one very important executive writes us, “It is the most valuable 


analysis I have ever seen.’ 


If you haven’t received a copy, ‘phone or write. You'll be glad you did. 


FREE & PETERS. rvc. 


\) Pioneer Radio Station Representatives 


Franklin 6373 Plaza $-4130 


“Radio—One-Quarter Century of Progress” is a tangible example of 


extra effort here at F&P. It doe 


. 


Since May, 1932 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. DETROIT:645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Cadillac 1880 Sutter 4353 


*t contain sales-talk or data on the 


EXCLUSIVE 
REPRESENTATIVES: 
ALBUQUERQUE KOB 
BALTIMORE WCBM 
BROWNSVILLE KVAL 
BUFFALO WGR-WKBW 
CHARLESTON, S. C. wesc 
CINCINNATI WCKY 
COLUMBIA, S. C. wis 
CORPUS CHRISTI KRIS 
DAVENPORT woc 
DES MOINES WHO 
DULUTH-SUPERIOR WDSM 
FARGO WDAY 
HOUSTON KXYZ 
INDIANAPOLIS WISH 
KANSAS CITY KMBC 
LOUISVILLE WAVE 
MINNEAPOLIS-ST. PAUL WTCN 
OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA WMBD-WDZ 
RALEIGH WPTF 
ROANOKE WwDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SYRACUSE WFBL 
TULSA KTUL 


‘Go Ahead’ Sign 
on Cereals Won't 
Aftect Campaigns 


Cuicaco—No increase in adver- 
tising by cereal makers is ex- 
pected as a result of the Depart- 
ment of Agriculture’s statement 
that purchase of cereals is unre- 
stricted and urging consumers to 
go ahead and buy them. The an- 
nouncement came as the govern- 
ment relaxed controls on processed 
cereals, permitting manufacture at 
85% of the 1945 level of produc- 
tion. Previously, output was lim- 
ited to 75% of output last year 
month by month. 

General Foods Corporation in 
New York told AA it plans no 
special advertising on the depart- 
ment’s statement, but will use it 
in advertising already scheduled. 
The company may, however, ex- 
pand its over-all cereal campaign, 
which includes an “umbrella” 
campaign for six brands and in- 
dividual drives for Grape Nuts, 
Grape Nuts Flakes, Grape Nuts 
Wheat Meal, Post’s Corn Toasties, 
Post’s 40% Bran Flakes and Post’s 
Raisin Bran. 


Pushes Rice Toasties 


Post’s Rice Toasties recently 
were introduced in the South. This 
campaign will be expanded 
through Foote, Cone & Belding. 
Benton & Bowles and Young & 
Rubicam are agencies for the other 
cereals, 

Quaker Oats Company here in- 
dicates the changes will have no 
effect on its advertising. The pres- 
ent campaign, which does not in- 
elude any “umbrella” advertising 
for its various products, includes 
use of The American Weekly. 
comic sections, black-and-white 
insertions in many newspapers, a 
few magazines, spots in a few 
areas, and separate radio programs 
for Quaker Oats, for Quaker 
Puffed Wheat and Puffed Rice 
Sparkies and for Aunt Jemima 
pancake and buckwheat flour. 

Sherman & Marquette, La Roche 
& Ellis and Ruthrauff & Ryan 
handle the advertising for Quaker. 


CEREAL MAKER SUED 


Boston—General Foods Corpo- 
ration and Kellogg Company have 
filed suit in federal court here to 
prevent the Van Brode Milling 
Company, Clinton, Mass., from 


further manufacture and sale of 


Advertising Age, August 26, 1946 
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NEW NAME—General Foods is using 
this newspaper copy to familiarize 
consumers with the change of name 
from Post Toasties to Post's Corn 
Toasties, and to promote the new 
fresh protector package. Benton & 
Bowles, New York, is the agency. 


a puffed rice cereal. They claim 
the manufacturing process of the 
cereal is covered in patents held 
by them. 


Changes Trim Size 

Effective with the August issue, 
Southern Flight, Dallas, has 
adopted NIAA’s recommended 
trim size of 8%x11% inches. E. M. 
Davenport, recently returned from 
the Army air forces and before 
that in charge of advertising con- 
tracts and production of Aero 
Digest, has been appointed adver- 
tising production chief. 


To Shappe-Wilkes 


Meyer and Lange, New York 
importer of wines, liquors and 
liqueurs, has appointed Shappe- 
Wilkes, New York. Initial ad- 
vertising will feature ‘“Cordial- 
Medoc,” imported from France. 


Appoints Dorland Agency 

Lightfoot Schultz Company, 
New York, has appointed Dor- 
land International-Pettingell & 
Fenton, New York, to handle for- 
eign advertising of Royal Oak 
men’s toiletries, Avaderma cos- 
metics and miscellaneous soap 
products. 


= 


Hollywood 2151 Main 5667 


for East Tennessee is WROL. 
Knoxville is one of the 
South's fastest growing mar- 
kets and you can reach this 
great industrial and agricul- 
tural region with... 


| 
Pre 
! ALL 


KNOXVILLE 


NBC FOR EAST TENNESSEE 
JOHN BLAIR & CO., REPRESENTATIVES 


IS FOR NBC 


and your NBC station 
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The news of national affairs is the news of money and 
where it is going. It is the news of trends that affect 
business, of taxes that determine who can keep what, 
and who gives up how much; of moves that decide 
whether prices will be higher or lower; whether profits 
will be larger or smaller. 


It is news of the $38,000,000,000 that the federal 
Government is spending in peacetime—and who gets 
those dollars. 


News of NATIONAL AFFAIRS also is news about 

who is going to hold power in this nation that domi- 

nates much of the world. It is news of how that power 

is to be used, of the men who run things and how 
| they run them. 


It is news, too, of what is being produced and where 
the goods that are being produced are going; news 
of who is buying what. 


News of NATIONAL AFFAIRS is news of labor 
leaders and their plans. It is news of wage demands 
to come, of strikes brewing, of rights of workers and 
rights of employers. 


THERE IS NOTHING MORE FASCINATING OR IM- 
PORTANT THAN THE NEWS THAT RELATES TO THE 
PROBLEM OF MAKING A LIVING AND OF GETTING 
ALONG IN THE WORLD. 


(a ne ee 


| What are you doing >) Where are you going? | 


‘NATIONAL AFFAIRS” sha pe and control both your personal and your business life. 


This news—a guide to every business man-——can only 
come from Washington. Here it is that the great 
mass of information about production and prices and 
trade and money and politics and wages and profits 
and transport—from the United States and the world 
—is gathered. At no other place in the world is there 
such a center. 


Only The United States News among all publications 
is organized and equipped to relate this information 
to the needs of the individual reader. No other organ- 
ization possesses the research staff capable of relating 
and translating the raw material of information that 
pours into this center. No other publication possesses 
the machinery that can process the information that 
comes through the world wide channels of the Federal 
Reserve Board, the Bureau of Agricultural Economics, 
the Commerce Department, the Department of State, 
the Bureau of Labor Statistics, to name but a few 
sources. 


THE UNITED STATES NEWS IS DESIGNED TO SERVE 
AS A GUIDE TO THE BUSINESSMAN AND THE IN- 
DIVIDUAL WHO WANTS TO STEER A SURE COURSE 
IN AN UNCERTAIN WORLD. 


It simplifies and analyzes and interprets the news of 
NATIONAL AFFAIRS so that this news is usable 
by the individual who must know what he is doing 
and where he is going. 


poe: 


The increasing urgency and importance of the news 
of NATIONAL AFFAIRS to policy-forming executives 
is completely demonstrated by the steady circulation 
growth of The United States News. 


7,000 in 1933 
200,000 in 1943 (circulation frozen 1944-45) 
250,000 . . . immediately after V-J Day 


. ; 250,000 G TEE 
When the shooting stopped the affairs of the Nation ( Poe won aes ee 
—that is NATIONAL AFFAIRS—immediately became The Direct Route to 
knotted and tangled in a maze of reconversion and those who O.K. both 
. . other peacetime problems. Today, one year after V-J corporate and family buying 
". . . I read every issue with 
7. Day, they still are knotted and tangled. 
y interest. * 
eee eee The News of national affairs is a guide-post to the individual : Daniel W. Ashley A 
President : ; : Vice President in Charge of Advertising 
ALLIS-CHALMERS MANUFACTURING CO. who must know what he is doing and where he is going. 30 Rockefeller Plaza, New York 20, N.Y. 


The Magazine of Consumer Influence = 50.000 Increase in Circulation Since V-J Day 
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Alert, Modern Editorial 


Of The World’s Most 


Sparked by a new technique in alert, modern 
biggest-name writers and artists — SPORTS 


sportsmen acceptance. With a guaranteed circu- 
No. | Sportsmen’s Magazine, with the lowest |C°Ss 


of 
NO 


*Effective March Issue 1947 buys the best 
TO SELL SPORTSMEN, USE THE WORLD’S 
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We'll Never Reach ‘Normal’ 


The one basic disadvantage of 
all indexes, industrial, business 
and others, is that they are tied 
to some period in the past. And 
as a result, they invite a look 
backward to see “how we are 
doing.” 

Looking backward is interest- 
ing historically, but with an econ- 
omy in motion, it is far better to 
look even a short way ahead than 
a long way back. The fact that 
all of the business indexes may 
now be at all-time highs, that pro- 
duction is the highest ever reached 
in peacetime, and that the ap- 
parently fantastic goal of 60,000,- 
000 employed suggested by Mr. 
Wallace some years ago has now 
been reached or exceeded, are all 
meaningless, in themselves. 

If the comparative indexes of 
production, retail sales, employ- 
ment and income were a true in- 
dication of the economic picture, it 
would be obvious that this country 
is now in the greatest period of 
prosperity and employment the 
world has ever seen. But it takes 
no Diogenes to discover that we 
are desperately short of housing, 
of transportation facilities, of fur- 
niture, home furnishings, appli- 


ances, clothing and even food. 

As long as these conditions per- 
sist, it is folly to assume that we 
are doing splendidly simply be- 
cause indexes tied to conditions 
which we have outgrown show 
that we have reached a peak. And 
to the extent that such indexes 
do cause feelings of satisfaction in 
this regard, they represent a po- 
tentially serious brake on the op- 
eration of a full economy. 

We have pointed out previously 
that the American economy, and 
the economy of the entire world, 
has reached a new plateau, far 
and away beyond anything pre- 
viously attained, and that our eco- 
nomic well-being must depend on 
cur ability to maintain our posi- 
tion on that plateau, without ref- 
erence to any previous levels 
we may have reached in the past. 

“Planning” is out of favor with 
most business men. But we must 
nevertheless plan for the future, 
and all indications point to the 
fact that we will be exceedingly 
foolish if we allow our future 
planning to rest on the basis of 
any set of statistics which is tied 
to an economic horizon far below 


‘that which now beckons to us. 


The Next Great Advance 


Most advertising men will ad- 
mit, we believe, that the great ad- 
vances which have come in ad- 
vertising in the past two or three 


decades have been only super-| 


ficially in the development of new 
and better advertising techniques, 
although these have been of the 
greatest importance. 

The most significant advertising 
advance has been a state of mind. 
It has been marked by a realiza- 
tion that advertising is not an 
end in itself and is seldom able 
to do a complete job by itself. 
Advertising men and the business 
men who buy and pay for adver- 
tising have come to realize that 
however potent advertising may 


be, it is only one of the tools in| 
the marketing kit, and that, there-| 


fore, it must be integrated closely 
and intelligently with every other 
phase of marketing. 

That this concept will be de- 
veloped in the next few years to 
a degree still extremely rare can 
no longer be doubted. All but the 
most devout devotees of “the 


miraculous force of advertising” | 
now admit that advertising works| ments sales and distribution and 
best and performs most efficiently| these in turn complement the 
when it is playing on a merchan-| work of advertising. 


dising team where pricing, styling, 
distribution and all other factors 
are holding up their respective 
ends and making the ultimate job 
of moving merchandise as easy as 
possible. When the entire market- 
ing and merchandising operation 
has been carefully planned and 
closely integrated, advertising op- 
erates at peak efficiency. When 
integration is lacking, advertising 
is like a pitcher with one arm 
strapped to his side. 

There was a time, though few 
will admit it, when advertising 
men believed that advertising 
alone could do a complete market- 
ing job. It could sell a product at 
any price, get distribution, en- 
courage dealer support, force de- 
mand and return a handsome 
profit to the advertiser. But now 
few are so naive. They know that 
the proper kind of highly inte- 
grated advertising can help do 
some of these things, but they 
know it can do them better and 
more cheaply when the advertis- 
er’s whole marketing operation is 
set up so that advertising comple- 


—General Electric Company 


"Nobody knows how it happened, but there it was—right after he installed 
that G-E water cooler." 


— 


Canine Campaign 

Here’s a remarkable campaign, 
little noted because it ran in only 
one magazine, Dog World. It’s a 
truism that specialized campaigns 
are often slighted, and that copy 


Killed tie 


GOSHEN LABORATORIES, xc 


SOmEN NEW TOE 


slated for magazines. other than 
the big national units often is less 
gifted. But this campaign packs 
its appeal in both illustration and 
text. 

The advertiser is Goshen Lab- 
oratories, a subsidiary of Ciba 
Pharmaceutical Products. Neither 
Ciba nor its subsidiary sell direct 
to consumers, both detailing 
through doctors or veterinarians. 
So this campaign is aimed at 
building practice for veterinarians, 
but the consumer appeal is pretty 
obvious. The illustrations and 
headlines seem certain to halt 
dog-lovers, and the mistakes 
which killed each dog in the series 
are keyed into the query: “Ask 
your veterinarian, ‘Can treating 
round worms for hook worms 
have serious results?’”’, with the 
question varied to suit the case. 

The agency is Roy S. Durstine, 
{nc., and the copywriter is Tulip 
Chestman. 


Young, Wild Thing 


Among the demure violets who 
bloom in the public relations sec- 
tion of our garden, none is of 
brighter hue than Russell Bird- 
well. Mr. Birdwell is best known 
for his publicizing Jane Russell, 
a difficult feat performed under 
the handicap of a censorship 
which prevented Miss Russell from 


appearing on the nation’s screens, 
and left her for many years a 
specimen of well-upholstered still 
life. 

This week we received a gaudy 
release from Mr. Birdwell, an- 
nouncing the Esquire Girl, whose 
introduction “by a strange coin- 
cidence . . . came on the very eve 
of the first anniversary of Victory 
Day.” The Esquire Girl, Mr. Bird- 
well’s associates say, “outshines 
the Pinup Girl like a sleek 1946 
runabout weaving through a traffic 
snarl of war-worn, war-dated 
jalopies.” Discovered by two 
Esquire artists, Fritz Willis and 
Joe De Mers, the girl is a com- 
posite of models Lenore Hudson 
and Thana Barclay. The com- 
posite has “the shapely legs and 
flat stomach of Miss Hudson and 
the supple shoulders and arched 
bosom of Miss Barclay.” 

With this merger, the Esquire 
Girl also got “something of the 
fragile lissomeness of a Botticelli, 
something of the calm serenity of 
a Vermeer, something of Reubens’ 
lusty love of soft rosy flesh, plus 
a touch of the glow and luminosity 
of a Renoir.” It’s too bad to leave 
out Michaelangelo, Goya and Bill 
Mauldin, but you can’t have every- 
thing. 

Also, the EG has a “glance as 
predatory as some young, wild 
thing, her movements as lithe and 
bodily outspoken as those of some 
jungle creature,” but she is at 
home “where beauty goes un- 
noticed without the I.Q. to switch 
on the lights in a man’s eyes.” 
With all this equipment, she ought 
to be able to get along; at least 
her predecessors, the Petty and 
Varga girls did, young, wild 
things that they were. 


Jottings 

John A. Campbell, industrial 
sales mgr. of W. H. Kranz Com- 
pany, Milwaukee, has been con- 
ducting a crusade against pointed 
radiator ornaments, Mr. Campbell 
calls them “daggers” and recalls 
seeing several accidents in which 
victims were speared by the orna- 
ments. He gives engraved cer- 
tificates to people who remove 
such ornaments from their cars. . . 

B. F. Goodrich Company has a 
new dealer tieup. It has a per- 
sonalized, handwritten form let- 
ter from Jimmie Lynch, its stunt 
man, enclosing ads of local deal- 
a 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2683. Do You Know the An- 
swers? 

The Instructor has issued this 
folder, which reports on a survey 
of public school superintendents 
pertaining to their teachers’ influ- 
ence in the selection and purchase 
of school supplies and equipment. 
The four questions submitted to 
the administrators are shown, with 
answers tabulated. 


No. 2684. Multi-Family Dwelling 
Study. 


Building Reporter & Realty 
News offers this study of the coun- 
try’s multi-family dwellings and 
the square footage of office space 
in cities of more than 100,000 pop- 
ulation. The study shows these 
92 cities in 34 states contain 
79.64% of all multi-family dwell- 
ings, and indicates each state’s 
percentage of the 92-city total. 


No. 2685. We Went Hunting and 
Fishing for Facts. 


Figures and fun are shaken up 
and poured out in this brochure, 
in which Hunting & Fishing, by 
means of cartoons and cold facts, 
gives as much information as any 
advertiser should want to know 
about the magazine’s readers. The 
information was obtained through 
a questionnaire, titled “Pardon 
Our Long Neck,” which was car- 
ried in all copies of H&F distrib- 
uted last February, a departure 
from the usual _ cross - section 
method. 


No. 2636. America’s Biggest Mar- 
ket. 


Parents’ Magazine shows, in this 
market study, how the country’s 
total population breaks down into 
five basic markets: Men living 
alone; women living alone; adults 
only where the family head is 
under 45; adults only where the 
family head is over 45, and fami- 
lies with children. It’s the fifth 
group that totals up the biggest, 
the pages of tables show, and 


Parents’ describes in detail its 
position in the market. 
No. 2634. Five Years with the 


Fawcett Beauty Reader Forum. 


This booklet, issued by Fawcett 
Publications, contains a summary 
of the Fawcett Beauty Reader 
Forum reports, which have been 
issued during the past five years. 
It gives a picture of the trend in 
beauty habits—kind of products 
used and place of purchase—of 
readers of True Confessions, Mo- 
tion Picture and Movie Story. 


No. 2671. Salesmen’s Route Lists. 


These route lists for liquor and 
beer outlets, food stores and drug 
stores, issued by the Journal- 
Times, Racine, Wis., include 
county and city maps, with the 
city maps divided into districts 
to facilitate location of outlets. 
Stores are routed in logical order 
for calls, managers’ names are 
listed and types of outlets are in- 
dicated. 


No. 2661. 1946 Market Facts. 

The Detroit News has issued 
this data book containing 36 pages 
of market information about the 
Detroit trade area, with analysis 
of newspaper circulation and ad- 
vertising, and a census tract map 
indicating rental values in various 
colors. 
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The Golden Lion 


. .. marked the goldsmith and jewelry shop of John Carnan .. . at the corner. 
of Second and Chestnut Streets, Philadelphia, in 1772... with “lavish 
displays of London imports lately come on the Pennsylvania Packet. . . 
Pinchbeck watches, silver whistles and bells, steel japanned shoe and 
knee buckles... Gold, Scotch pebble, moco, chrystal sleeve buttons. . . 
garnet, marquiset hair pins, egrets, earrings . . . smelling bottles, crewet 


stands ... asses skin memorandum books, sword canes...” 


AncientLy, lions kept in the tower of London were objects of great 
public interest ... came to symbolize the center of curiosity, survive to 
our day in the verb lionize—so the lion is likewise a fitting symbol of the 
newspaper. For today’s press is the focal point of all eyes . . . has sturdy 
strength and conspicuous courage in exposing extortionate practices .. . 
growls at graft, puts fear in public enemies, tears rumors to bits. . . 
stalks stories, waits for news breaks at watering places or palaces. . . 


cages current happenings. . . and unfailingly lionizes the public interest. 


In Pumavetputa, The Inquirer is the lordly lion in more than 575,000 


homes ...a profitable lair for quality purveyors ... recommended to 


The Philadelphia Inquirer 
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Before Silk directed attention to her plight, the girl lay dying in a Hengyang 
gutter. Such grim, revealing pictures give LIFE readers the plain facts of China’s 
ghastly tragedy, make millions realize that widespread starvation such as exists in 
China today is the most immediate obstacle to the building of world peace. 


an 


LIFE Photographer George Silk is pleased with the change that two weeks of good 
care and adequate food have made in the Chinese girl whom he had found starving 
in the street. Silk’s heart-wringing famine pictures from China help Americans 
to see plainly the terrible effects of widespread hunger in the world today. 


George Silk 


Last spring an UNRRA truck carried LIFE Photographer 
George Silk into the city of Hengyang on his trip through 
China’s famine-stricken Hunan Province. 


The truck went two blocks past the ragged, begrimed 
figure of a young Chinese girl, lying half-dead in the gutter, 
before Silk could persuade the driver to stop to let him take 
a picture. 

Silk got out, walked back. As a crowd gathered to look on, 


the girl stirred. She reached out a feeble hand, weakly 
whined a beggar’s cry. 


The shutter of Silk’s camera clicked to catch an unfor- 


gettable picture . . . and his picture-taking helped save the 
life of at least one of China’s starving millions. For a Chinese 
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Well-fed wife of a Chinese black-marketeer sits smiling beside her full rice baskets Unfed gather at mission gate to plead for leftovers. But mission and relief stations 


while a rake-ribbed boy sits at the curb-stone and slowly starves to death. cannot care for all who beg for rice. This Silk picture, showing the mixed hope, 
This Silk picture, pointing out an aspect of famine that can only be remedied fear, and despair on the faces of the starving, gives Americans, who can help China 
by the Chinese, shows how LIFE always portrays the well-rounded story. most by giving up a little bread, a new evaluation of the lowly table scrap. 


& 


gor 


official, moved by a foreigner’s interest in the beggar girl, had 
her taken to a mission hospital where she was nursed back 
to health. 


While the immediate effect of Silk’s camera work in the 
streets of Hengyang was to save a child from starvation, 
LIFE believes that it did much more. His pictures gave mil- 
lions of Americans a clearer, more understanding view of 
China’s famine than they had ever had before, aroused their 
sympathetic interest as only LIFE’s appealing photo-report- 
ing can. 

George Silk’s moving famine story illustrates how LIFE 
consistently presents the true picture, even though the truth 
isn’t always pleasant to face. And Americans show their ap- 


TUS starving kid a home 


preciation of this interpretative, but unbiased, kind of re- 
porting by buying more copies of LIFE every week than any - 
other magazine. 

Week after week, LIFE is read by more than 22% million 
people .. . the largest magazine audience in history. 
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‘Newsweek’ Ups Rates 


Effective with the Jan. 1, 1947, 
issue, Newsweek, New York, will 
increase its basic page rate from 
$2,340 to $2,690, which is based 
on a minimum circulation guar- 
antee of 700,000 average net paid. 


Offers New Printed Tape 


Cofax Corporation, Lynbrook, 
Y., has developed a process 
which reproduces standard type 
faces, special designs, trademarks 


and labels on Cofax.dry seal tape. 
The tape can be printed in any 
one color on any one of nine back- 
ground colors. 


Renews Radio Show 


Hastings Mfg. Company and its 
associate, Casite Company, Hast- 
ings, Mich., have renewed a 13- 
week contract, effective Aug. 25, 
for the ABC Sunday afternoon 
bowling quiz, “Right Down Your 
Alley,” which is aired coast-to- 
coast from 4:30 to 5 p.m. 


PUBLISHING EXECUTIVE 


Man with thorough training and broad experience in every 
department of industrial magazine publishing — editorial, circu- 
lation, advertising, promotion, personnel and general manage- 
ment — will be available September Ist for new connection 
with enterprising publishing company which can make effective 
use of exceptional qualifications and background. 


Address 6549, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


WJR's Richards 
Hits ‘Blue Book’ 
and BAE Survey 


Detroit—Station WJR has re- 
leased a plastic-bound, 10x13-inch 
brochure containing about 100 
pages of pictures, statistics, photo- 
stats of letters and other material 
'on its “Programming in the Pub- 
|lic Interest.” 

As indicated in a four-page 
foreword by G. A. Richards, presi- 
dent of WJR, WGAR in Cleveland 
and KMPC in Los Angeles, the 
brochure answers complaints that 
broadcasting does not adequately 
serve the demands of listeners, and 
particularly the rural audience. 

Mr. Richards’ statement is in 
answer to criticisms of broadcast- 
ing made in the FCC “Blue Book” 
| (AA, March 11) and the report 
‘of the Bureau of Agricultural 


|Economics on rural audience 
listening preferences (AA, Dec. 
17, °45). Both of these, he asserts, 
were concerned primarily with 
radio service for the rural audi- 
ence. 


Rural Audience Well Served 


He denies that rural listeners 
expect only aé_ specialized and 
localized service such as can be 
provided by local and regional 
stations. ‘‘The rural listener wants, 
and the clear channel was orig- 
inally designed to provide him, 
primarily, with the same radio 
service enjoyed by the urban 
listener plus certain musical and 
factual programs to meet his spe- 
cial needs and preferences.”’ 

The BAE survey, Mr. Richards 
points out, cannot be taken as a 
guide to programming, for its in- 
terviews did not cover listeners 
younger than 30 years old. He 
says that about 57% of the rural 
audience was therefore excluded 
from the survey. 

He asserts that radio must con- 
tinue to be “commercial,” must 


TO 


IMPORTANT NOTICE 
ANUFACTURERS 


You should increase your allotment of goods for New Orleans retailers and wholesalers. 
Sales Management's recent survey of buying power places New Orleans first among 
the "Deep South" Cities . . . first in buying income .. . first in retail sales . . . first in 
wholesale sales .. . 


As of today the retail demand for your goods in New Orleans is the greatest on 
record. New Orleans retailers and wholesalers deserve an immediate increase in al- 


lotment. 


« 


Che Cimes-Picauune 
New ORLEANS STATES 
First}Newspapers in the South’s First Market 


Representative: JANN & KELLEY, INC. New York © Chicago © Detroit © Atlanta © San Francisco 


Né INCOME 


ng the 9 leading 
| ‘Dee D South” Cities 


Advertising Age, August 26, 1946 


be primarily a medium for enter- 
tainment, cannot be made to im- 
prove through “edict,” and must 
make every effort to serve public 
convenience. 

The data in the brochure covers 
WJR audience surveys (showing 
rural listeners rate WJR programs 
higher than do Detroit listeners), 
its news coverage, its program- 
ming of sustaining shows, etc. 


Head Trade Mark Ass‘n 


The board of directors of U. S. 
Trade Mark Association, New 
York, has named the following to 
its executive committee: Arthur R. 
Wendell, president, Wheatena 
Corporation, chairman; William G. 
Werner, director of public rela- 
tions, Procter & Gamble Company; 
George. S. MacMillan, secretary, 
Bristol-Myers Company; V. D. 
Broman, National Carbon Com- 
pany; Frank D. Waterman Jr., 
president, L. E. Waterman Com- 
pany; F. Moeller, export manager, 
Lehn & Fink Products Corpora- 
tion; Donald Brooks, patent coun- 


sel, Texas Company; William 
MacKay, assistant general coun- 
sel, National Biscuit Company, 


and Kenneth Perry, vice-presi- 
dent, Johnson & Johnson. 


Two Join Chek-Chart 


Christy C. Butterworth, for- 
merly with Business Collaborators, 
St. Louis, has been appointed 
managing editor of Chek-Chart 
Corporation, Chicago. Lew J. 
Franek, previously a consultant to 
printing and publishing houses, 
has been named production man- 
ager. 


Two Magazines Merge 


Haire Publishing Company, New 
York, has acquired Home Fashions 
Reporter from Reporter Publica- 
tions, Inc., New York. This maga- 
zine will be absorbed by Home 
Furnishings, Haire publication in 
the field. 


Archimedes said “Give 
me where to stand and 
I will move the world.” 


Great circulation is the 
fulcrum and the lever 
of great results. 


In Washington the 
Times-Herald is ‘‘where 
to stand.”’ 


a Seal 


Editor and Publisher 


TIMES-HERALD 249,576* 
The STAR 211,046 
The POST 166,696 
The NEWS 104,461* 


as of March 31, 1046 
*5 day average, Mon. thru Fri. 


Timex MaHieralt 


WASHINGTON, D. C. 


National Representative 


GEO. A. McDEVITT CO. 
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AKE “the city” of San Francisco, nerve center of the 

western business empire —the great public utilities in 
communications, fuel, light and power, the banks and in- 
surance concerns, the oil companies, packers, railroads and 
shipping lines. 


Add the other cities of the Bay Area— Oakland, Alameda, 
Berkeley, Richmond and Vallejo with their shipyards and 
heavy industries. 


Add the Six Valleys of Northern California 
with their farms, mines and forests — vast 
areas welded to San Francisco in an almost 
perfect economic unit through transporta- 
tion, distribution, warehousing, processing 
and finance. 


Sprinkle liberally with a 3,500,000 trading 
area population, and a $5,700,000,000 buy- 
ing power—and you have the Northern 
California Market as it confronts sales and 
advertising executives today. 


or Northern Calitornia 


CALL THE H-A-S MAN 


Through its wide experience in other huge markets the 
Hearst Advertising Service learned long ago that this is no 
situation to be encompassed by a single mind, no matter 
how able. 


Here is a job for scores of minds — men whose lives are 
lived in the 99,000 square miles that embrace this area, 
men who are in daily contact with its leading sales 
and advertising executives, men who as 
newspapermen are proud of their title of 


Just drop us a note 
saying, ‘‘I’m inter- 
ested in your market 
information on (name 
your type of product)?” 


“reporters with a nose for sales.” 


What these men have uncovered, what 
authoritative research sources have to offer, 
what sales specialists have been able to boil 
down and point up in terms of market situ- 
ations —H-A-S has for your asking. This is 
true not only of the Northern California 
Market, but all the key centers shown below. 
Simply pick up your telephone and call the 
H-A-S man now. 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, General Manager 
959 — 8th Ave., New York 19, N. Y.— Offices in principal cities 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph 
Baltimore News-Post-American + Boston Record-American-Advertiser 


San Francisco Examiner + Los Angeles Examiner + 
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Chicago Herald-American 
Detroit Times + Albany Times-Union 


Seattle Post-Intelligencer 
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Delivering 
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any Financial 
Weekly 
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Income ‘Register’ for U. S. 
Workers Wins Support 
WASHINGTON — There are good 
arguments against it, but never; 
theless some of the more consci- 
entious public servants are sup- 
porting a suggestion that Con- 
gressmen and other “high bracket” 
government employes file public 
reports on their sources of income. 
In return for yielding their pri- 


vacy, it is argued, they would 


By STANLEY E. COHEN, Washington Editor. 


overcome the public suspicion that 
is bound to result from the Gars- 
son affair and other matters where 
“insiders” are accused of engaging 
in speculation or accepting favors. 

“We would know whom our 
representatives represent,” ex- 
plains Benjamin C. Marsh, execu- 
tive secretary of The People’s 
Lobby, Inc., in urging that all gov- 
ernment employes making more 
than $4,000 register their stock, 
bond and land holdings. 


Mr. Marsh, who enjoys the dis- 
tinction of being the only Socialist 
regularly dining with one of the 
National Press Club’s more con- 
servative luncheon groups, feels 
that there should be “parity of 
publicity,” with members of Con- 
gress, commissions, boards and 
agencies reporting the same per- 
sonal data that lobbyists must now 
reveal, 

bo % * 


Consumer credit forces forsee a 
showdown fight next spring when 
the Federal Reserve Board is ex- 
pected to press Congress for per- 
manent authority over instalment 
selling. Indignation rose to a new 
high last week when the board 
stretched its credit regulation to 
cover $2,000 automobiles. Federal 
Reserve feels BAE savings and 


THE ADVANTAGES OF 


ONLY THE STAR OFFERS YO 


+ 
é 


& 


“ 


- For more resultful promotion in Washington there's a definite 
place in your advertising program for rotogravure. 
Unequaled attention value, intensive readership by the whole family: group, high 
fidelity reproduction of your product and sales message—evén full color in 
units of one page—all combine to make Roto a medium that will pull extra results 


for you. 


And when you can get the added appeal of strictly loca! editing, four or more 
live local photo-stories each issue and the exclusiveness assured by the only 


Rotogravure Section in the Nation's Capital, then you have a medium 
that is too important to overlook. 


REMINDER FOR NATIONAL ADVERTISERS: 


a 


DAN A. CARROLL e 
J. E. LUTZ e 


For Information 


New York 


Chicago 


MEMBER OF METROPOLITAN GROUP, METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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spending studies confirm inflation- 
ary possibilities of liberal credit 
at this time, 

1 * * 

With $325,000 of extra funds for 
“trade practice work” jingling in 
its pockets, FTC is completing an 
internal reorganization which is 
supposed to make it easier to 
settle differences with business 
men without expensive trials. 
Strangely enough Commissioner 
Ewin L. Davis, who generally 
rates as a “firebrand,” is to super- 
vise trade practices work this year, 
while Commissioner Lowell B. 
Mason, promoter par excellance of 
the trade practice conference tech- 
nique, is to devote himself to trial 
examiners and various administra- 
tive divisions. Commissioner 
Robert Freer is to continue polic- 
ing radio and periodical advertis- 
ing. 

* * * 

FM may be the radio wave of 
the future, but FCC has such an 
unprecedented backlog of applica- 
tions for new or substantially 
changed standard broadcast sta- 
tions that special assembly lines 
have been set up to process engi- 
neering and financial studies that 
precede a decision. More than 
1,000 standard applications are on 
the books, compared with 347 FM 
pending or in hearing, and 49 tele- 
vision pending or in hearing. 
There have been 221 construction 
permits for FM and 494 condi- 
tional grants. FCC has authorized 
27 construction permits for new 
commercial television stations. 

* * * 

Advertisers and publishers who 
use lower-price book papers will 
have to provide a substantial part 
of the extra $10,000,000 a year 
which manufacturers expect to 
realize from a $7 to $24 a ton price 
hike authorized by OPA. News- 
papers have been advised to buy 
under “open billing” while OPA 
wrestles with the complicated job 
of finding a new newsprint ceiling 
reflecting Canada’s devaluation of 
the dollar. 

* * * 

Once again the House small 
business committee advertises for 
someone to form a national organ- 
ization “which will speak intelli- 
gently and honestly” on behalf of 
small business. Small business 
men’s groups active on the Hill 
actually represent only a handful 
of the nation’s more than 3,000,000 
one to three man businesses, the 
committee says, while Big Business 
has two national organizations, 
trade associations, and “allegedly 
disinterested scientific and re- 


search organizations” to speak 
for it, 
Issues Annual Report 


Keystone Steel & Wire Com- 
pany, Peoria, Ill, in its annual re- 
port to stockholders for the fiscal 
year ending June 30, 1946, reports 
a net profit of $2,109,951 after all 
charges and federal taxes, com- 
pared with a net profit of $1,588,- 
209 for the previous fiscal year. 


Adopts New Bleed Size 


Pacific Builder & Engineer, Se- 
atile, effective with the October 
issue will have a new bleed page 
size of 83% x 11% inches, and two- 
thirds pages will be 54% x11% in- 
ches. The new trim size will be 
8%x11% inches, with type page 
size 7x10 inches. 
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Nor the power of the magazine that 
attracts more women than 


any other magazine in the world. 


oe JOURNAL 
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CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 


_ Detergent Goes 


National; Firm 
Plans Expansion 


Los ANGELES—Robert Smith 
| Mfg. Company, maker of Nylon 
Lip soapless detergent for laun- 
|dering nylon and other fine fab- 
rics, will enlarge its manufactur- 
,ing and market facilities substan- 
tially this fall. 

Nylon Dip, only recently intro- 


|as yet undisclosed items in the 
/cosmetic and detergent fields this 
fall, the firm is planning to build 
its own factory on a newly pur- 
chased tract in San Gabriel, Cal. 

Frank Oxarart Company, Los 
Angeles, is the agency. 


Ad Fried Adds Foreign 
Language Department 


Ad Fried Advertising Agency, 
Oakland, Cal., has added a depart- 
ment of foreign language advertis- 
ing for handling translations for 


‘duced, will follow its test cam- 


|paign, conducted through news- | guage 


radio broadcasts and foreign lan- 
newspapers. James A. 


ered with a 73% Bayonne family! paper and radio promotion in| Scott, account executive, is head 


evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 


in The American Weekly and 
Good Housekeeping plus added re- | 
gional promotions. Considerable | 
export business is expected, and | 
a packaging and distribution out- | 
‘let, Nylon Dip (Canada) Ltd., has 
'been set up in Montreal to mer- 
chandise the product in Canada, 
the British Isles and other Brit- 


subscription. Get your story into southern California, with a major | 


a majority of the homes six National campaign featuring Copy | p 


of the new department. 
Office Appliance Company, San 
rancisco, has appointed the Fried 


| agency to handle its account. 


Newspapers will be used and radio 
is contemplated. 


Hicks Acquires Moore 


Lawrence Boles. Hicks, Inc., 
New York and Baltimore agency, 
has appointed Lansing Moore as 
an account executive, taking over 


Ramee the 


Armed Forces 
_ Fred L. Shaw (AAF) has joined 
| Gray & Co., Denver. 

| T. Howard Black Jr. (Army) 
|has returned to W. Earl Bothwell 
Advertising Agency, Pittsburgh, as 
head of the media department and 
account executive. 

Arthur F. Brown (AAF) has 
opened the firm, Arthur F. Brown 
Associates, 262 Washington St., 
Boston. 

Frank F. Koehler has_ been 
named sales manager for Station 
WROV, Roanoke. 

Herbert M. Finkelstein (Army) 
has been appointed New England 
and metropolitan New York sales 
‘promotion manager for C-Thru 
|/Ruler Company, Hartford, Conn. 

Donald E. Lynch (Navy) has 
been named press relations super- 
visor for Life Insurance Manage- 
ment Association, Hartford. 

Victor Rosen (Army) has been 


ish possessions. 
In addition to offering several | its clientele. 


|Lansing Moore Advertising and 


named director of public relations 
for Allied Food Corporation of | 


LETTERS, LETTERS, LETTERS! Fort 
Wayne's Wowo gets bundles of them, as 
regular as clockwork, from fertile Mid- 
west farms. Yet this mail-response, and 
the listenership behind it, are scarcely 
surprising when you consider (1) the 
tremendous farm market within easy 
reach of wowo’s potent signal, and 
(2) the eminent service which WOWO 
provides for its farm audience. 


THE MARKET e¢ 30 million farm acres! 
So diversified that history records no 
major crop failure. More than 325,000 
farms.. in Indiana, Ohio, and Michi- 
gan. 88% radio-equipped. Of all farms 
in Indiana (national leader in production 
of tomatoes for canning) 70% are in 
the WOWO area. 


WOWO FARM SERVICE e Director is 
Jay Gould, one of the foremost farm 
experts on the air. Mr. Gould knows 
farmers.. their problems, their habits, 


their hours. His broadcast day starts 
with the 5 to 7 A.M. farm program. 
Each day at 6 A.M., an interview with a 
county agent. 


At 11:15 A.M. daily, Jay Gould’s Note- 
book.. with more farm tips. 


At 1:00 P.M. Saturdays, the American 
Farmer ( ABC network). 


At 3:45 P.M. Thursdays, 15 minutes 
with Home Demonstration Agents. 


At 6:10 P.M. daily, Farm Market Anal- 
ysis (UP). 


At 8:00 P.M. Tuesdays, “Farmers in the 
Dough.” 


Weather reports nine times daily.. plus 
innumerable public appearances at farm 
institutes, grange meetings, etc. 


MORAL e Advertisers with an eye on 
the Midwest farm market should keep 
an ear tuned to availabilities on WOWO.. 
Indiana’s most powerful station. 


WESTINGHOUSE RADIO STATIONS Inc 


KYW KDKA KEX 


WBZ WBZA wowo 


Represented Nationally by NBC Spot Sales, except KEX * KEX Represented Nationally by Paul H. Raymer Co. 


= 


FAMOUS 


FARM 


ADDRESS! 


* 


Jay Gould, Farm Director at WOWO 


Mr. Gould and county agents air dis- 
cussion of regional farm problems. 
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America, New York. 

Elizabeth H. Rice (WAC) has re- 
turned to the advertising depart- 
ment of Warner Brothers Com- 
pany, Bridgeport, maker of foun- 
dation garments. 

Frederick A. Cooke (Navy) has 
been appointed eastern division 
manager for Hiram Walker, Inc., 
New York. 

Kermit Richardson (AAF) has 
joined the production staff of Par- 
dee, Cash & Associates, Holly- 
wood. 
| Harry Huntington (Army) has 
‘been named production manager 
‘for Ben Kaplan, Providence, R. I., 
advertising agency. 

Milton J. Keegan (AAF) has 
joined the staff of John Arthur 
McAvoy, New York publishers’ 
representative. 
| Albert F. Browne (Army) has 
been named Montreal representa- 
itive of Canadian Homes & Gar- 
dens, Toronto. 

Charles H. Gilbert (Army) has 
been named sales supervisor for 
Manhattan by The Diamond Match 
Company, New York. 

Martin Sprinczeles (Army) has 
joined Jules Lippit Advertising, 
'New York. 

Dale G. Mehrhoff (Navy) has 
been named manager of the Chi- 
‘cago office of The Howe Service, 
| publisher. 

Lee Palser (AAF) has been 
named art assistant for Lester “‘L.” 
Wolff, Inc., New York. 

Chester L. Maxwell (Army) has 
‘been appointed national sales rep- 
‘resentative for Artkraft-Strauss 
Sign Corporation and its affiliate, 
Crossroads Outdoor Advertising 
|Company, New York. 

David E. Rothschild (Army) has 
formed his own agency, David E. 
/Rothschild Advertising, at 673 
| Broadway, New York. He will spe- 
|cialize in “limited-budget” adver- 
| tisers. 

Arthur Stephen Pardoll (Army) 
has rejoined the media department 
of Young & Rubicam, New York, 
as an assistant space buyer. 

Willard J. Haring (Navy) has 
returned to his post as manager of 
the Philadelphia office of Maga- 
zines of Industry, publisher of 
Modern Industry. 

Leonard S. Smith (Army) has 
formed a public relations organi- 
zation, Leonard Smith & Asso- 
ciates, at 118 E. 40th St., New 
York. 


Grey Adds to Staff; 
Gets Cigar Account 


Seymour Chaikin, formerly in 
charge of research of American 
Magazine, has been appointed di- 
rector of research of Grey Adver- 
tising Agency, New York. Others 
who have recently joined the 
agency are: Martin H. Heller, as- 
sistant account executive; Eldred 
C. Jackson, art director; Leo Beck, 
copywriter; Kathryn Gearty, radio 
script writer, and Glenn Foss, pro- 
duction department. 

The agency has been appointed 
to handle the advertising of Max 
Schwarz Manufacturer La Prima- 
dora Havana Cigars Ltd. 


Leading Agencies Rely on 
Faithorn 3-in-] Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion, Ad - Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


* 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


A Complete Day and Night Service 
for Advertisers and 
Advertising Agencies 
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The Leader Must Lead.... 
FLYING Does 


ake a look at t the facts} 


1946 © 


‘Be. 


tn Canada 30¢ 


FLYING’S consistent record—first among pilots, 


first among dealers and distributors, first in adver- 
tising, and first in circulation is unassailable proof 


of its leadership in the aviation consumer market. 


FLYING has never been equaled in any month 
by any consumer aviation magazine in volume 


of paid advertising. 


FLYING has never been surpassed nor ap- 
proached by any consumer aviation publication 


in paid circulation. 


A recent survey shows FLYING an overwhelm- 


ing first choice by aircraft dealers for advertising 


to the consumer market. (Survey upon request. ) 


FLYING’S cost to advertisers is much lower 
per thousand than any other consumer aviation 


publication. 


FLYING has been and will continue to be the 


best buy in aviation for advertising to the dealer 


and consumer market. 


A ZIFF-DAVIS an. PUBLICATION These are the facts—ask your 


185 N. Wabash Avenue, Chicago 1, Illinois ° 
New York + + Washington * Los Angeles : London’ - Toronto © FLYI NG representative for 
Fuvine « PLASTICS - RADIO NEWS RADIO- ELECTRONIC, ENGINEERING - POPULAR PHOTOGRAPHY the full story. 
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Adams Feature 
Finds Old Friends 


To the Editor: Mr. Adams and 
myself want to thank you for your 
generosity in devoting so much 
space to his “Profile.” Since its 
publication he has received com- 
ment from every section of the 
country, from strangers and from 
acquaintances he long ago con- 


sidered lost. Your book gets 
around! 
FRANK SKINNER, 
MacManus, John & Adams, 
Detroit. 
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Clarifies Setup 


of Seagram-Jameson 

To the Editor: Under the head 
of “last minute news flashes,” you 
stated that Gallagher & Burton’s 


This department is a reader’s forum. Letters are welcome. 


White Label is a completely new 
brand. I am referring to your 
Aug. 5 issue. 

This statement is incorrect inas- 
much as Gallagher & Burton’s 
White Label was being sold by the 
William Jameson & Co. long be- 
fore Seagram took us over. Fur- 
thermore, to refer to Gallagher & 
Burton’s as a Seagram’s brand is 
likewise incorrect. It is true that 
the Seagram company owns Wil- 
liam Jameson & Co., but the Jame- 
son organization is an entirely 
separate organization with its own 
advertising sales promotion de- 
partment which is in no way 
linked to Seagram. Our sales de- 
partment is also a separate unit 
entirely divorced from the Sea- 
gram sales management. Seagram 
men do not sell William Jameson 
products, nor do William Jameson 


men sell Seagram products. George 
Mosley, Seagram advertising man- 
ager, has nothing to do with our 
advertising nor have I, as adver- 
tising manager of this company, 
anything to do with Seagram ad- 
vertising. 

The foregoing criss-cross of il- 
lustrations should make the situa- 
tion clear. 

A. C. EBBESEN, 

Advertising Manager, William 

Jameson & Co. Division, Sea- 

gram Distillers Corporation, 

New York. 
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Calls Studebaker 
Copy ‘Refreshing’ 


To the Editor: Hosanna and 
hallelujah! 

After decades of swaybacked 
bromides, wormy chestnuts, and 


cre 


Chicago HOME Newspaper ° 


* 


Deleted 


What is selected mass circulation? A recent independent survey* 
answers the question in terms of family income and spendable dollars. 
This survey revealed that Daily News families are distributed into the 


Is The Only 


With 


following income groups:— 


Over $7,499, 10.8% .. . 
$3,000-$4,999, 39.6% . . . 


Below $2,000, 12.4%. 


Moreover, the Daily News selected mass circulation goes where 
the advertiser wants to go with his selling message. It goes into 
HOMES. In these HOMES the Daily News is welcomed with respect 
and trust. In these HOMES the Daily News has a place as good com- 
panion and counsellor. 


Advertisers all over the United States have, for years, given 
high rating to the Daily News as a medium serving their selling ambi- 
tions in the Chicago sales area. In fact, the majority of these adver- 
tisers have found out by experience that only by using the Daily News 
can MAXIMUM returns be expected from this important Midwest 


metropolitan market! 


*Conducted exclusively among regular readers of the Chicago Daily 
News. representing a valid cross-section, house-to-house sampling. 


CHICAGO DAILY NEWS 


For 70 Years Chicago's HOME Newspaper 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


JOHN S. KNIGHT, Publisher 


$5,000-$7,499, 13.9% 
$2,000-$2,999, 23.3% 


DETROIT OFFICE: 407 Free Press Bldg, 
SAN FRANCISCO OFFICE: Hobart Building 
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STYLE STORY—This color page, run- 
ning currently for Studebaker, is ‘re- 
freshing,"" according to an AA reader. 


overripe corn—there’s something 
refreshingly different in auto- 
mobile advertising. 

In my humble opinion, Stude- 
baker’s ad in the August Ladies’ 
Home Journal is the first really 
new, really fresh approach to ap- 
pear in years. 

How about it? 

JAMES B. BALDWIN, 
Chicago. 
+7 


Asks Better Sales Copy 


To the Editor: Apropos the edi- 
torial in ADVERTISING AGE, “Old 
Gold Gets Religion:” 

When Lucky Strike (with cus- 
tomary solemnity) undertakes to 
tell us “Quality of Product Is Es- 
sential to Continuing Success,” 
ain’t they really tryin’ to tell us 
that “yer product’s gotta be good 
to stay on top’? 

Remember ’way back in the 
good old days when simplicity in 
advertising copy was a virtue? 

Yours for better sales copy in 
advertising! 

Wm. S. GorDON, 

Western Newspaper Union, 

Indianapolis. 
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Explains Hotels’ Views 
on Guest Pilfering 


To the Editor: In the July 1 is- 
sue of ADVERTISING AGE you Car- 
ried a story, datelined Washing- 
ton, “Hotel Souvenirs to be 
‘Planted’ for all Guests.” It was 
a very interesting story but un- 
fortunately it contained a few 
highly debatable statements. 


Advertising Age, August 26, 1946 


general manager of the public re- 
lations division of Young & Rubi- 
cam. The fact is, I’m manager of 
the public relations department of 
Young & Rubicam. 

Second, the story stated that my 
talk was largely devoted to Y&R’s 
handling of the public relations 
program of the American Hotel 
Owners Association. The fact is 
that the main portion of the talk 
was devoted to the “Challenge to 
Business” which pointed out the 
need for better business relations 
with the public to meet its two 
great competitors for public at- 
tention—government and labor. 
The name of the organization 
which we represent is the Ameri- 
can Hotel Association, not the 
American Hotel Owners Associa- 
tion. 

Third, the story stated that I 
said “both government and labor 
are now able to present a unified 
stand on any controversial issues 
with business and industry.” The 
fact is that government and labor 
had picked up public relations 
techniques from business and were 
today utilizing these techniques as 
a group far better than business. 

Fourth, the story stated that “in 
the not too distant future guests 
in major hotels may be able to 
check out without a feeling of 
guilt about the ashtray secreted 
in their suitcases. It will be a 
souvenir placed in the room—to 
be pilfered! And perhaps there'll 
be a hand towel thrown in too for 
good measure.” This statement 
was attributed to me. 

The fact is that following my 
talk the meeting was thrown open 
to questions and answers, and one 
of the guests asked what, as pub- 
lic relations counsel, we were do- 
ing about souvenir lifting in hotels. 
We pointed out that a great deal 
could not be done about it insofar 
as the public was eoncerned al- 
though losses ran into millions of 
dollars. However, during.the war 
We prepared magazine articles and 
newspaper stories in which we 
appealed to the public asking them 
to refrain from souvenir lifting 
because of supply shortages. We 
indicated that it was not patriotic 
to carry on this type of pilfering 
and if continued it wouldn’t be 
long before hotels would be un- 
able to serve properly guests in 
hotel dining rooms. 

It was also pointed out that 
after the war was over and sup- 
plies were again available in good 
quantity that souvenir hunting 


First, the story stated that I was 


would probably increase. It was 


WWL 


NEW ORLEANS 


shouts its shows 
on Billboards 


A DEPARTMENT OF 


The Greatest Selling Power 


LOYOLA UNIVERSITY 


in the South's Greatest City 


50,000 WATTS—CLEAR CHANNEL—CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 
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also pointed out that some hotel 
managers were not too averse to 
souvenir lifting—particularly of 
inexpensive items such as stirrers, 
Clay ashtrays, etc. which carry 
the hotel’s name. But it was cer- 
tainly not indicated that hotels 
generally, or the American Hotel 
Association, or its public relations 
counsel—Y&R—was for a moment 
suggesting that souvenirs were to 
be planted for guest pilfering. 
There were a lot of questions 
tossed back and forth that day in 
Washington and I’m not surprised 
that a few of the answers were 
misunderstood. 
Haro.tp A. SMITH, 
Manager, Public Relations De- 
partment, Young & Rubicam, 
New York. 


+ 2 

‘Stalemate,’ He Says 

To the Editor: The enclosed ad- 
vertisement, which we received 
from an insurance company, is 
supposed to illustrate “checkmate” 
in chess. 

Actually, the pieces are so 
arranged as to form “stalemate,” 
since the black king is not in check 


by either the white queen or rook, 
but cannot move without being 
checked by them. 

Whoever prepared this adver- 
tisement as an _ illustration of| 
“checkmate” evidently knew very | 
little about chess. | 

ALLEN GLASSER, 

American Management As- 

sociation, New York. 

,  F 
Praises Agency Study 

To the Editor: Thanks so much 
for sending me a copy of your new 
study “Advertising Agency Func- 


icies.” We thought you might like 
to look it over and perhaps retain 
a copy in your reference files. 
The Coleman Company takes 
justifiable pride in its long record 
of good labor-management rela- 
tions. We believe the success of 
our policies may be gauged by the 
fact that in our 46-year history 
we have never had a work stop- 
page due to labor difficulties. 
Through publications like the em- 
ploye handbook, a company house 
organ, and an “open door” pol- 


icy that enables every employe to 

discuss his problems with top 

management as well as his super- 

visors, we anticipate many more 

years of mutual understanding. 

H. W. EBENDORF, 

Publications Manager, The 
Coleman Company, Inc., Wich- 
ita, Kan. 


FF 


Duel Over Eye Charts 


To the Editor: We think the 
“Duel in the Sun” painted bulle- 


tin using an optician’s chart is a 
swell idea (AA, Aug. 5) but per- 
haps we are prejudiced. We con- 
ceived the same idea (which we 
thought to be original) in June, 
for use in a car card selling op- 
tometrical services. Our client’s 
offices are in a rather obscure lo- 
cation and the eye chart idea was 
devised to add a little interest to 
an otherwise drab selling message. 
J. A. Brown, 
John H. Hoefer & Co., San 
Francisco. 


Cover Catholic 
Schools, Churches, 
and Institutions 


35 W. WELLS ST. MILWAUKEE 3. Wis. 


tions and Compensation.” 

This is a grand job and will be | 
of inestimable value to every ad-. 
vertising agency not only in their | 
own internal operations but in, 
better relations with their clients | 
as well. 

OAKLEIGH R. FRENCH, 
Oakleigh R. French & Associ- 
ates, St. Louis. 


Aid Understanding 

To the Editor: With this letter 
we are enclosing a copy of the) 
latest revision of our engage | 
handbook, “LIFE at Coleman. 
Year by Year, a Guide to Mutual | 


Understanding of Personnel Pol- 


| 

} 

Aa a | 

Employe Publications | 
| 


THE WORLD 


Nee ™ 


* Most of the vast global 
oilfield supplies will be 
purchased in the United 
States. Reach the buy- 
ers through the maga- 
zine they prefer. 


Under the management of 


REX W. WADMAN 


| 
WORLD PETROLEUM | 
a ond helio gta is, | 


Toledo’s First Department Store 


his cs VOledo 


Established in 


1857 


The bronze lions guarding the Summit Street 
entrance of the Lion Store have been a well-known 
Toledo landmark for many years, just as the Lion 
Store itself has become established during a long 
and successful life as a substantial factor in Toledo 
retailing. Toledo’s first department store, the Lion 
Store has grown to large proportions, with 98 de- 
partments, eight entrances on three of Toledo’s 
busiest streets, over 200,000 sq. ft. of floor space 


and five branch stores in suburban Toledo. It was one of the first stores in the country 
to use Cycle Billing, serving now 57,000 charge accounts. Known for its fast-moving 
merchandising policies, the Lion Store is one of the aggressive stores which 

make Toledo so well worthy of consideration as a retailing center. 


...and this is the TOLEDO BLADE 


To its readers in Toledo and throughout 
the trading area which it so amply serves, 
The Blade would not be The Blade with- 
out the Lion Store ads 


... To this good 


—homes it serves daily with a volume of 
news and editorial content which in 1945 
was greater than that printed by any 
other of the nation’s evening papers. 


store, as to Toledo’s other 

fine retail stores, The Blade 

gives access to the homes of 

this prosperous community, 
One of America’s Great Newspapers 

Write for copy of REPRESENTED BY PAUL BLOCK AND ASSOCIATES 

“This is Toledo” booklet. 
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WGST Appoints Three. 


John Fulton has been appointed 
general manager of Georgia Tech’s 
Station WGST, Atlanta. Prior to} 
this time, WGST has been oper-| 
ated under the co-managership of | 
Mr. Fulton and Frank Gaither, | 
who has resigned to accept the’ 
commercial managership of Sta-| 
tion WSB, Atlanta. Jack Kelly has 
been named program director and. 
Don Naylor production manager 
and chief of continuity. 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion’s greatest in- 
dustrial area. 


Nets Push Co-op 


Shows, Foresee 
Good Fall Sales 


ABC Signs 20 New 
Local Sponsors; CBS 
Readies New Offering 


NEw YorK—Twenty local ad- 
vertisers have been signed by the 
American Broadcasting Company 
during the past fortnight to spon- 
sor cooperative programs on 18 
affiliates, the network reported. 
Simultaneously, this network was 
revealed to be readying “a num- 
ber” of new co-op shows for fall 
sponsorship, 


CBS was expected|three times daily, 
|momentarily to announce a new) different sponsors, 


than the other three major net- 
works combined. 

It was pretty well agreed that 
cooperative programming, still a 
fairly new development in broad- 
casting, has come to fill a definite 
need in the commercial radio field 
and promises to experience healthy 


growth during the coming season.| heard on 


557 sales total those advertisers 
who sponsor co-ops on a network 
basis, such as Bayuk Cigars, which 
buys “Inside of Sports” on 111 
stations. 

Fulton Lewis is Mutual’s oldest 
co-op offering, having started on 
this basis in 1937. He is now 
197 stations. Cedric 


Mutual, with 11 co-op shows,! Foster is the second-best seller, 


and ABC, with 12, are giving this 
type of programming its biggest 
push. NBC, with nine co-ops, is 
contemplating no new ones at this 
time, but may revive “News From 
NBC,” which was dropped in the 
switch to daylight time last spring. 
CBS, latest comer to the field, has 
four co-ops at the moment. 


Lists 557 Program Sales 


Mutual bases its claim to co-op 
leadership on a total of 557 pro- 
gram sales, as distinguished from 
individual sponsors. For ex- 
ample, Fulton Lewis Jr. is heard 

under three 
on one MBS 


co-op program, and Mutual, pio-/ affiliate, but the network counts 


/neer in this field, boasted it had| this as only one sale, not three. 
|more “program sales” of co-ops| Mutual also does not include in its 


| heard on 107 stations. 


As an indication of the steady 
growth of co-ops on this network, 
Bert Hauser, director of Mutual 
cooperative programs, points to 
the total of 428 individual sales 
one year ago, as contrasted with 
today’s 557. Mutual, he says, is 
“definitely looking for and trying 


to sell new co-ops,” and he ex- 
'pects the variety of types of shows 


under this kind of sponsorship 
to increase. Newscasts originally 
formed the bulk of co-op offerings. 


|Mutual’s latest is a program called 


“Tell Your Neighbor.” 
ABC Leads Others 


The other three major networks 
prefer to couch their co-op sales 
figures in number of local spon- 


Orte, Cudlornetd nec Clee “4 


at 


Who of us at some time has not heard, said, or seen 
in print the above modest statement? As our memory 
serves us, it has been applied to everything from the 
traveling medicine man’s “Elixir of Life” to corres- 
pondence courses in public speaking. 


Frankly, we are slightly skeptical of “New System 
—Results Guaranteed” no matter to what it may 
apply. Perhaps we are too conservative or maybe we 
once bought a bottle of something that was a sure 
cure for aches, sprains, indigestion, dandruff and 
lumbago. The only thing it cured was our gullibility. 
Now we lean to more fundamental things. 


Take the case of printed advertising. Much goes 
into its preparation: intelligent merchandising, spark- 
ling copy, dramatic artwork—all to insure results. But 


REPRESENTE 


NEW SYSTEM - 
LCOSUlIS : 
guaranteed?” 


with all the care in execution, results are not insured 
unless advertising reaches, tells and sells people who 
have money to spend ... and who do spend it. 


Sun-Telegraph families ... your customers and ours, 
have money to spend... and they do spend it. They 
spend well over $7,000,000 a year with us—just to have 
their favorite newspaper in their homes, seven days 
a week. These are the same families who spend untold 
millions on all the necessities and luxuries of life. Yes, 
they are our customers... and the customers of every 


merchant and manufacturer 
through advertising to them . 


who makes them so 


. . in their newspaper. 


No, no new system, just elementary and logical. 


un-lelegraph 


NATIONALLY BY HEARST ADVERTIS 


SERVICE 


Advertising Age, August 26, 1946 


sors, ABC claiming “more than 
500,” NBC 198 and CBS 82. NBC 
has 130 outlets currently carrying 
co-op shows. 

ABC is spending nearly $750,- 
000 to program more than 60 co- 
operative quarter-hours -weekly 
for affiliated stations, says Mur- 
ray B. Grabhorn, director of the 
co-op program sales department. 
Department stores form the largest 
classification among co-op spon- 
sors on ABC, he reported, adding, 
however, that a “great deal of 
interest” is being shown in this 
type of programming among local 
advertisers in general. 

Most popularly sponsored on 
ABC are “Baukhage Talking,’ 
Martin Agronsky and the Ray- 
mond Swing-Elmer Davis com- 
bination. The net is finding grow- 
ing support, though, for its dra- 
matic co-op offerings, “Ethel and 
Albert,” “Tennessee Jed” and 
“Diek Tracy.” 

Leading the NBC co-op parade 
are the “World News Roundup” 
with 42 sponsors, and “Harkness 
of Washington” with 39. 

CBS’s best sellers are the 8 a.m. 
news roundup, with 24 sponsors, 
and the Art Linkletter show, with 
23. Columbia put its first co-op 
show on the air only about 16 
months ago. The net lost a few 
co-op sponsors on the switch to 
daylight time, but expects to more 
than make up for the loss this 
fall and expects to develop more 


/cO-op programs, it was reported. 


| Readers’ Eyes 
Finally Uncover 
Two Turtles 


CuiIcaco—In these days of news- 
print scarcities, type-loving ad- 
men probably shuddered and 
looked again at a full column in 
the Chicago Tribune, used for 
what appeared to be nothing but 
a broken line coursing down the 
column in gentle waves. 

Close inspection at the bottom 
indicated that the line represented 
‘the path of two turtles which, the 
ad explained in about one square 
|inch of type, were scurrying to 


‘the opening of the Palmer House’s 


new Town & Country Cafe. 

| Regardless of the unorthodox 
treatment, the Palmer House ad- 
mitted with some satisfaction that 
between this and another insti- 
tutional three-column ‘“atmos- 
phere” ad, its Town & Country 
Cafe did a land-office business. 


Starts Market Study 


Air Conditioning and Refriger- 
ating Machinery Association, 
Washington, will shortly under- 
take market studies of the use of 
refrigeration and air condition- 
ing in industry, probably begin- 
ning with the food and dairy in- 
dustry. William B. Henderson, ex- 
ecutive vice-president of the as- 
sociation, said the industry lacks 
statistical data due to its rapid 
growth in the period immediately 
prior to the war. 


Agency Opens Branch 
Mihic & Smallen, New York 


agency, has opened a branch office 
at 405 Central St., Franklin, N. H. 


LOOK IT UP in 
the MARKET DATA BOOK! 
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HEN your merchandising program includes FULL Color 
folders, booklets, broadsides or posters, it will pay you to 
get in touch with Stecher-Traung, a foremost lithographer that has 
served the nation's leading business firms for over three-quarters of 
a century. 

Finest craftsmanship, sparkling realism, selling power—these are 
all evident in FULL Color advertising and sales literature entrusted 
to Stecher-Traung. 

More and more companies are taking advantage of Stecher- 
Traung’s exclusive FULL Color *‘Gang Run” Method that provides 
fine lithography at mass production economy. Send for ‘*The Selling 
Power of FULL Color’’—a valuable book that shows how easy it 


is to impart quality and distinction to your advertising material. 


- = | 
osaina over” This helpful guide tells how to use color effec- 
ie “Sy tively and easily, explains how to prepare art 
thir qe of ) work, and gives details of Stecher-Traung’s 


23 - pry nw \\ exclusive FULL Color ‘‘Gang Run" Method. 


\ Profusely illustrated. Write on your company 
_— letterhead for your free copy. 


eeeeeeeeeees DUC RVR WIRAUING......... 


LITHOGRAPH CORPORATION 


Rochester 7, N.Y. @ San Francisco 11, Calif. 


Offices in Principal Cities 
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Mennen, Williams, 
Colgate, Shulton 
Top PX Ratings 


New ‘YorK—Mennen’s toiletry 
preparations, Williams (Aqua 
Velva), Colgate and Shulton (Old 
Spice), in that order, are carried 
most often among the 66 brands 
stocked by Army Post Exchanges, 
Esquire has learned as a result 
of a survey among civilian man- 
agers and PX officers of large 
Army camps and bases through- 
out the country. 

Of a total of 285 questionnaires 
mailed Feb. 21, replies from 18 
camps were returned because the 
camps had become inactivated. 
Replies were received from 75, or 
28.1%, of the remaining post ex- 
changes receiving questionnaires. 

The survey disclosed that 89.3% 
of the exchanges carry Mennen’s, 
60% Williams, 44% Colgate, and 
42.7% Shulton. In addition to the 
66 general brands’ mentioned, 
three deodorants, five skin balms, 
five hair preparations, two shave 
creams, and one lip aid were listed. 

A total of 103 respondents said 
that Mennen’s was their best 
seller, followed by Shulton (35), 
Williams (20) and Colgate (19). 


All Carry Toiletries 


All exchanges reporting carry 
some men’s toiletries. All carry 
after shave lotion, 98.7% talcum, 
94.7% skin balm, 92% deodorants, 
and 77.3% cologne. PX’s 
Esquire that there was compara- 
tively little demand for 
among Army personnel, who pre- 


fer to purchase toiletries sepa-| 


rately. 


Mennen’s was listed as the best 
selling shave cream among eight. 


brands mentioned, with Palmolive 


second and Colgate third. Gillette | 
was found the best selling razor 


jor Nou. Ze 


blade among seven brands, with 
Gem and Schick trailing far be- 
hind in second and third places, 
respectively. 

Vitalis is the leading hair dress- 
ing among 12 preparations men- 
tioned, with Vaseline hair tonic 


second choice and Wildroot Cream | 


Oil third. Fitch’s ranks first 
among 19 best-selling shampoos, 


followed by Drene and Kreml. | 
Colgate leads sales of tooth paste 


by a wide margin among seven 
brands, with Ipana second and 
Pepsodent third. 


Creditors’ Committee to 
Run 2 Regional Networks 


A creditors’ committee of three 
trustees—A. A. Fahy, Station 
KABR, Aberdeen, S. D.; W. S. 
Russell, Station KGCU, Mandan, 
N. D.; and Edward Breen, Station 
KVFD, Fort Dodge, Ia.—has been 
named to head of the activities 


of the North Central Broadcasting | 


System and the Mississippi Valley 
Network for the next 90 days 
pending refinancing of the two 
regional chains by their president, 
John B. Boler. 

Mr. Boler has agreed to put 
into escrow his stock in Station 
KVOX, Moorehead, Minn., and 
his stock equity in Station KSJB, 
Jamestown, N. D., but will keep 
his voting rights. If, at the end 
of 90 days from Aug. 15, the re- 
financing has been completed, the 


told | 


sets | 


USO Names Lindsay 


Connecticut USO campaign com- 
mittee has appoined Lindsay Ad- 
vertising Agency, New Haven, 
Conn., to handle its advertising 
and publicity. Newspapers and 
radio will be used. 


Ames Joins Group 


Ames Agency, Santa Fe, N. M., 
has been elected to membership 
in the First Advertising Agency 
Group, bringing the total key city 
membership to 17. 


Purchases Andrews Steel 


International Detrola Corpora- 
tion, Detroit, has purchased all the 
steel-making, rolling mill and fab- 
ricating plants and coal mining 
interests of the Andrews Steel 
Company. 


Gorham Changes Agency 


Gorham Company, Providence, 
has switched its advertising on 
Gorham sterling silver from Ab- 
bott Kimball Company, New York, 
to Kenyon & Eckhardt, New York. 


Buys Network Show 


The Knox Company, Los An- 
geles drug manufacturer, has 
signed a 52 week contract with 
ABC to sponsor a new dramatic 
show, “Danger. Dr. Danfield,” on 
the network Sundays from 3 to 
3:30 p.m., EDT, beginning Sept. 8. 
The agency is Robert B. Raisbeck. 


Tests Radio Show 


Hexol, Ine., San _ Francisco, 
maker of a household disinfectant, 
is testing a 15-minute five-a-week, 
personality show featuring David 


25 


Gilmore on Station KFIO, Spo- 
kane. Present plans call for ex- 
tension on a national basis soon. 
Foote, Cone & Belding, San Fran- 
cisco, is the agency. 


C ADDRESSING." MIMEOGR 
THE LETTER SHOP, Inc. 


431 S. Dearborn 8t., Chicago 5. 1llinois 


Be 


<i 


GEIA...AUTH 


ORITATIVE 


place, audience, mood. . . all 
are right for the ready acceptance 
of health product advertising when 
your message is delivered in the 
doctor’s reception room. 


In that happy combination of cir- 
cumstances where health-minded 
people have leisure to read and easy 
access to HYGEIA, the authoritative 
health magazine, certain manufac- 
turers are building strong product 
acceptance. Food processers, for ex- 


hein Wuliget (neangle 


Propucts 


infant needs are profiting by the 
abundance of timely material on 
these and other health subjects. 


Add to this lucrative reception room 


readership 


HYGEIA’S nationwide 


circulation in homes and schools. . . 
here is a highly concentrated health 


market which you 


may reach and 


tap through the pages of HYGEIA. 


Detailed readership data and spe- 


cific counsel on the 


use of HYGEIA 


| | | ample, are cashing in on HYGEIA’S 
stock in escrow will be returned, | ny ‘ 
the creditors’ committee will be | sound, helpful nutrition articles. 
issolved and the operational au-| a : og 
Makers of optical and hearing aids 


thority of the regional nets will | 
and manufacturers of maternity and 


in your selling pro- 
eram are available 
on request. 


be returned to Mr. Boler. 


Trench Rejoins WCAE 


Alan Trench, with the sales staff 
of another Pittsburgh station since 
returning from the CBI theater as 
a Red Cross field director, will re- | 
join Station WCAE, Pittsburgh, 
on Sept. 1 as a member of the 
sales department, succeeding G. | 
Norman Burk, who has resigned 
to enter the advertising agency 
business. 


THE HEALTH MAGAZINE of the 
AMERICAN MEDICAL ASSOCIATION 


id 
$35 NORTH DEARBORN STREET~. CHICAGO 10 
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‘Hit Parade’ 
in Double-Take 
Tryout on WABC 


New YorkK—American Tobacco 
Company, which believes in plenty 
of repetition in its radio advertis- 
ing (“LS/MFT —LS/MFT”), has 
decided to try it in large doses. 

WABC, the CBS flagship in 
New York, is now airing the 
Lucky Strike “Hit Parade” both 
at the regular time from 9 to 9:45 
p.m. Saturdays and at the West 
Coast repeat time from 12 mid- 
night to 12:45 a.m. (EDT). 

The unique double-take was in- 
troduced, on a sudden decision, 
and is believed to be the first time 
a major, commercially sponsored 
program has been regularly sched- 
uled for broadcast twice nightly on 
the same station. 

Representatives of Foote, Cone 
& Belding, agency for the show, 
said the idea of repeating was 
“worked out jointly” by the 
agency and sponsor on the theory 


that “people like to listen to dance 
bands late Saturday nights” and 
many of them may not have been 
able to hear the earlier broadcast. 

The midnight airing of “Hit 
Parade” will be continued indefi- 
nitely over WABC, but is unlikely 
to be extended to any other sta- 
tions, the agency reported, because 
facilities could not easily be set 
up to handle it. 


Continental Baking 
Cancels CBS Show 


Continental Baking Company, 
New York, will drop sponsorship 
of the CBS daytime Monday- 
through-Friday serial, “Bachelor’s 
Children,” on Sept. 27. The pro- 
gram, heard on CBS for the past 
11 years, will go off the air. The 
agency is Ted Bates, Inc. Eco- 
nomic conditions are given as the 
reason. 


Can Firm Names Brown 


Charles C. Brown has been ap- 
pointed advertising and sales man- 
ager of Continental Can Company 
of Canada, Montreal, and of Mono 
Paper Containers, a subsidiary. 
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“He says he’s studying How Radio Sells, 


and all he has to do is... 


Listen to A B C 


N° DOUBT about it, the place to 
find out how radio can really sell 
goods is on ABC. A good many ad- 
vertisers, particularly those who are 
reaching ABC’s big, nation-wide 


Westinghouse, P & G and many more 
shrewd buyers of radio time have nailed 
down valuable ABC franchises. 


Tomorrow’s *‘ buyers’ market” is on 


7 REASONS 
why more leading advertisers 
i sit up and listen to ABC 


tes: bee ie 
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Vacuum Foods Hit 
Consumer Market 
via Snow Crop 


New YorK—Vacuum Foods 
Corporation’s orange juice con- 
centrate is being sold directly to 
the public in New York, the first 
time the company’s product has 
been sold to other than institu- 
tional users. The orange juice 
concentrate is being distributed 
in frozen form through the 1,600 
outlets of Snow Crop Distributors 
in the metropolitan area. 

The company is planning a 
powdered orange juice, and ex- 
pects to have it on the market 
some time this year. Its frozen 
orange juice concentrate is cur- 
rently confined to the metropolitan 
area, but the completion of a 
$500,000 plant in Plymouth, Fla., is 
expected to enable the company 
to start selling the concentrate 
nationally next year. Whether the 
concentrate will be marketed by 
Snow Crop has not been decided. 

Besides the orange juice, the 
company is testing an _ instant 
coffee concentrate in Providence, 
R. I. Henry Loudon Advertising, 
Boston, is the agency. 

In the meantime, 
Marketers, whose account is 
handled by Maxon, Inc., has 
moved its products into a num- 
ber of metropolitan markets, in- 
cluding Boston, New York, Cleve- 
land, Detroit, Chicago, Philadel- 
phia, Pittsburgh and Minneapolis. 


Snow Crop 


Vess Beverage 
Runs Prize Copy 


St. Louis—Bottled beverage 
dealers learned recently from copy 
in American Carbonator & Bottler 
and National Bottlers’ Gazette, 
that they had a chance to win $50 
by simply agreeing with three 
Vess Beverage Company dealers, 

In the copy quiz placed for the 
St. Louis bottling company are 
listed ten reasons why the three 
dealers feel that “a franchise bev- 
erage is a _ bottler’s best bet.” 
Other dealers simply check off the 
ten reasons in the order of im- 
portance from their own stand- 
points. The one who comes clos- 
est to the opinions of the three 
Vess dealers wins the $50. 

Padco, Inc., St. Louis, handles 
the account. 


Members Approve 
Closing of CAB 


Virtually all of the members of 
Cooperative Analysis of Broad- 
casting, New York, who had re- 
plied by the suggested “deadline,” 
Aug. 15, approve the action of the 
board of governors (AA, Aug. 5) 
in recommending that CAB for- 
mally close. Only about one- 
third of the 168 members, how- 
ever, by that date had returned a 
form on which they were asked 
to ratify or dissent from the 
board’s recommendation. 

Of 93 formerly exclusive CAB 
members, 43 thus far have sub- 
scribed for the program rating 


the way—and advertisers who recog- 
nize the fact that they’ll soon have 
some real, down-to-earth selling to 
do are making sure of a place on 
ABC right now. They know that 
successful mass selling calls for suc- 
cessful mass advertising—and look to 
ABC to help them deliver the goods 
tothenation’smillionsofradiohomes. 
Today, ABC has very few choice 
network daytime quarter-hours left 
unsold. The reason, when you boil it 
all down, is simply that ABC sells 
goods and advertisers know it! Maybe 
there’s a spot on ABC that you can 
use to good advantage to sell your 
product! Why not find out now? 


service of C. E. Hooper, Inc. 


To Stevenson & Scott 


Monarch Battery Mfg. Company, 
Kingston, Ont., has appointed the 
Montreal office of Stevenson & 
Scott to handle its advertising. 


5 PHOT 0s 0$ 5:: 


“Unsurpassed inte i 
en at any Price ~* 


audience of women during the day- 
time, are putting more and more of 
their confidence in ABC as a prime 
mass selling medium. 

Here is what some of the nation’s 
top-notch advertisers are thinking— 
and doing—about ABC today: 


1. REACHES 22,000,000 FAMILIES, located 
in practically every major market in 
the U.S. 

2. ECONOMICAL RATES make possible 
nation-wide coverage of important 
markets at low cost per thousand listeners. 

3. 207 STATIONS — covering more of the 
300 major U.S. markets from within 
(actually located in the markets) than 
any other network. 

4. EXPERT PROGRAM SERVICE available if 
and when you want it. 

5. EFFECTIVE AUDIENCE PROMOTION that 
keeps building a bigger and bigger audi- 
ence for ABC advertisers. 

6. GOOD WILL — a nation-wide reputation 
for public service features that present 
all sides of vital issues. 

7. PRACTICAL TELEVISION — program-build- 
ing on an economical basis. 


1. Swift & Co. has doubled its expendi- 
ture on ABC—has signed a five-year 
contract for a full half hour of the Break- 
fast Club every weekday morning. 


2. General Mills has renewed four big 
daytime shows on ABC for another 
full year. 


- 6V2+ EA. in 100 Lots 
» S2+ EA. in 1000 Lots 
POST CARDS or 4°x5"s | 30°x40° 53.85 EA. . 

$22.00 per 1000 Lots | 20°x30° $2.50 EA. 
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WE DELIVER WHAT WE ADVERTISE” 


MOUNTED 
ENLARGEMENTS 


3. Curtis Publishing Company is con- 
tinuing with its 15-minute weekday 
morning program—in addition to the 
big spot campaign it has just started. 


4. Libby McNeill & Libby, Sterling 
Drug, Philco, General Foods, Miles 
Laboratories, Jergens, Bristol-Myers, 


American Broadcasting Ciompany 


A NETWORK OF 207 RADIO STATIONS SERVING AMERICA 
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Garvin Assistant Lightolier Plans 
to Silex President | 
George W. Garvin, formeny Lamp Promotion; 

manager of the industrial sales di- | a 

vision of Talon, Inc., has been ap- Production a Worry 

pointed special assistant to Frank | ; i 

E. Wolcott, president of the Silex! NEw York — Lightolier, Inc., 

Company, Hartford. Mr. Garvin| which reconverted from war pro- 

will assist in the planning and ex-| duction this spring but will be 

ecution of eee eee, | Gmelibe to get its lamps out to 

sion program includin e pro- . ; s . 

auton pie distribution of new | stores until this fall, is planning 

products. |an extensive campaign in maga- 
|zines and has prepared a program 


Hosmer Joins Hurley of dealer merchandising aids. 


Dan Hosmer, formerly continu- The d oe ae : brn — 
ity director of Station KRNT, Des ae Wa + Cas Powe 
Moines, has joined the Hurley Ad- tial bottlenecks in production and 
vertising Agency, Des Moines, as|Supply, plans to schedule House 
radio director. Beautiful, House & Garden, Life 


Lowest milline rate— 
lowest cost per inquiry in this 


highly responsive field 


, IN EXCESS OF 200.000 
ABE MEMBERSHIP ~ 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


and The New Yorker, as well as 
business papers in the furnishings 
field, which wili probably include 
Lamp Journal, Lighting & Lamps, 
Interiors, and Retailing, 

The company’s package of pro- 
motional aids includes’ dealer 
mats, tags, a sales training bulle- 
tin, publicity releases for local 
newspapers and a display unit. 

Al Paul Lefton Company, here, 
is the agency. 


‘Chatelaine’ Ups Rates 


Effective April 1, 1947, Chate- 
laine, Toronto, will increase its 
basic page rate from $1,500 to 
$1,600. Beginning with the Sep- 
tember issue, the single copy price 
is being increased from 10 to 15 
cents, with an increase in the sub- 
scription rate from $1 to $1.50 a 
year to be effected later. 


WNBZ Increases Watts 


Station WNBZ, Saranac Lake, 
N. Y., will increase its broadcast- 
ing facilities from 111 to 250 watts 
and go on a schedule of unlimited 
broadcasting hours within about 
30 days. 


Signing of Radio 
Lux Deals Denied 
by 2 U.S. Firms 


New YorkK—Advertising execu- 
tives of both the Coca-Cola Com- 
pany and Paramount Pictures last 
week denied a widely circulated 
report that these two firms had 
signed contracts for sponsorship 
of programs on Radio Luxem- 
bourg when that 200,000 watt 
European station resumes com- 
mercial broadcasts in English this 
fall. 

Coca-Cola sponsored a 45-min- 
ute segment of a Luxembourg 
symphony .concert broadcast 
weekly over Radio Lux during 
April, May and June, using in- 
stitutional advertising which 
plugged the Red Cross, AA was 
told, The beverage company now, 
however, has nothing more than 
“an understanding” with Radio 
Lux representatives regarding pos- 
sible future broadcasts, AA was 
told, and “nothing formal has been 


Here are Dealers’ Opinions of 
Capper’s Farmer Readers 


These prominent dealers of Blue Earth, Fari- 
bault County, Minnesota took a good look 
at the Capper’s Farmer subscription list for 
their area. Of the magazine and its readers 
they said es © 


““Capper’s Farmer is read by the leading farm fam- 
ilies of this area.” 


George Weye r— Automobile Dealer 


“This list is a good cross-section of the best farmers 
in this county. o Fred Koehler— Druggist 


“They are productive farmers and prosperous farm- 
ers. i E. H. Ladebur— Building Materials Dealer : 


‘... The most stable and up-to-date farm families 
W. H. Eder—Grocer 


“In my judgment, they re the best farm families of 
this region. oe 
Milo Miller—Home Appliances Dealer 


. Representative of our above-average farm 


folk. cp: D. V. Murphy—Farm Implement Dealer 


“TI consider these the names of the better farmers of 
Faribault County. = 


arry Barnes = Department Store 


“Of these farm families I know, 95% rate high.” 
C. J. Adams—Hardware Dealer 


of this area.” 


Repairing a farm machine . . . planning a Sunday dinner 


influence in their daily buying habits. 


your selling score grow. 


. .. buying a a new radio: If it’s being done by Mid- 
America’s dominant farm families, Capper’s Farmer is in 
there coaching. These farm folk are big league — their 
incomes show it—dealer surveys prove it. And Capper’s 
Farmer is the one magazine that brings these 1,300,000 all- 
star families the farm-tested information and profitable 


advice they seek. That’s why it exerts such an important 


So put your advertising in Capper’s Farmer and watch 


The Farm Magazine That Dominant Farm Families Heed 
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signed yet.” 

A Paramount Pictures spokes- 
man emphatically denied that 
Paramount had signed to sponsor 
a half-hour weekly program on 
the European station, as reported. 
He said he knew of no deal pend- 
ing with Radio Lux. 

Louis Merlin, president of In- 
formation et Publicite, Paris sales 
representative for Radio Luxem- 
bourg, returned to France last 
week following several weeks’ 
stay in New York during which 
he contacted agencies and adver- 
tisers seeking U. S. sponsors for 
Radio Lux shows. He also sought 
a U. S. representative for the sta- 
tion, but is understood to have re- 
turned home without naming one. 


6,000 Attend Auto 
Accessories Show 


Cuicaco—More than 6,000 job- 
bers, auto supply chain repre- 
sentatives and manufacturers last 
week attended the first postwar 
exhibition of the Automobile Ac- 
cessories Association, held at the 
Stevens Hotel here. 

More than $5,000,000 in orders 
were taken by 200-odd manufac- 
turers of auto horns, radiator 
grills, headlights, chamois cleaners 
and many other products, includ- 
ing toys, sold in regular channels 
to automotive dealers. 

Association officials asserted that 
attendance more than doubled the 
number expected to attend. Most 
exhibitors engaged in active or- 
der-taking. One maker of auto 
jacks, it was said, personally wrote 
more than $70,000 in orders the 
first day of the four-day exhibi- 
tion. Association officials ex- 
pressed belief most exhibitors of 
accessories at present are selling 
more goods than in 1941, although 
they are not able to take care of 
all demands. 


Plans Spot Broadcasts 


Rancho Soups, Sunnyvale, Cal., 
will release a new schedule of 
spots over principal western sta- 
tions on Sept. 1. Ruthrauff & 
Ryan, San Francisco, is’ the 
agency. 


Elects Throckmorton 


E. A. Throckmorton, president 
of Container Testing Laboratories, 
New York, has been elected chair- 
man of the Packaging Institute’s 
standing committee on trade stand- 
ards and practices. 


Dowd Elects Davenport 


Will A. Davenport, formerly di- 
rector and advertising manager of 
Vogue in the British Isles, has 
been elected vice-president in 
charge of sales of Dowd Advertis- 
ing, Boston. 


Appoints Tait A.M. 

Roy E. Tait has joined New 
World Illustrated, Toronto, as ad- 
vertising manager. 


i 


_ i ee 

@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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Detroit Utility 
Plans ‘47 Drive 
for Video Sets 


DetTrRoIT—A_ substantial part of 
the advertising budget of Detroit 
Edison Company for 1947 will be 
used to introduce television sets in 
the 381 Michigan towns and cities 
it serves, according to Paul L. 
Penfield, advertising manager. 

Now spending about $500,000 
annually for advertising and 
other types of public relations, the 
utility expects to boost expendi- | 
tures for next year to cover tele- 
vision promotion and expansion in | 
the appliance field when more of | 
the larger units for home use be- | 
come available. | 

The Edison policy in the past | 
has been to pioneer new items, | 
such as water heaters and ranges 
(it is pushing electric blankets 
now) by advertising and selling 
them until sufficient demand has 
been created to make them a 
profitable line for dealers. 

The firm is paring its outlay 
on the institutional copy it has 
been using in favor of increased 
campaigns for electric service and 
products. The institutional inser- 
tions include 1,080 lines once a 
month in Detroit dailies, 750 lines 
in metropolitan area weeklies and 
600 lines in papers in the cities 
which it serves upstate. 

Campbell-Ewald Company is 
the agency. | 


Huber Becomes Partner 


E. J. Huber, formerly advertis- 
ing and sales promotion manager 
of American Broadcasting Com- 
pany, has been made a partner 
of Green Associates, Chicago. He 
will head up all sales promotion 
and merchandising activities. 


Appoints Harris V.P. 


A. H. Harris, who for the past | 
10 years headed his own adver- 
tising agency, has been appointed 
vice-president of Airline Foods 
Corporation, New York, in charge 
of advertising and sales promo- 
tion activities. 


Appoints Howard 


League of Ohio Sportsmen, state 
wide sportsmen’s organization, has 
appointed R. B. Howard & Asso- 
ciates, Columbus, O., to make a 
preliminary survey and plans for 
an educational conservation mo- 
tion picture.. 


BEST TEST city 
IN THE 
—mMID-WEST 


SAYS... 


With 92% of the Rockford Morning 
Star and Register- Republic current 
circulation of 67,043 (73,844 with 
Sunday Issue) delivered by carrier or 
mail, your sales message gets imme- 
diate entry into the homes of families 
with 115 million dollars in savings. 


| At theTop in Mlinois 


MORNING STAR 
REGISTER -REPUBLIC 


— ae 
METROPOLITAN POPULATION 


Productive Boosts Davies 
John T. Davies, formerly copy 


;and radio director of Productive 


Advertising Agency, Los Angeles, 
has been named manager. The 
agency has consolidated its main 
and branch offices in enlarged 
quarters at 553 S. Western Ave. 


Opens New Showrooms 


Lees -Cochrane Company, 
Bridgeport, Pa., has opened new 
showrooms in the Merchandise 
Mart, Chicago. 


Steel Goods Firm 
Invites Buyers to 
Bring Own Steel 


Aurora, ILL.—Faced with short- 
ages of steel, Lyon Metal Products, 
Inc., is currently introducing its 
customers to the age-old system 
of barter through a sort of “horse 
trading” system. 

“You furnish the steel, Lyon 
will make the product,’ Lyon is 


telling its customers in national! 
advertising beginning in 


Lyon inaugurated the system on 


Sep-/the assumption that many firms 


tember issues of Business Week, | have left-over stocks on inventory. 


Mill & Factory, Mill Supplies and | 


Evans Associates, Chicago, is 


Purchasing and the October issue, the agency. 


of Factory Management. Under 
the system now offered, customers 
who find that they have miscel- 
laneous stocks of steel can have 
products made to order by Lyon. 
Present Lyon customers’ with 
orders already on hand will find 
that their orders are not affected 
by the new barter trade method. 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


*FLOYD S. NIXON 
Art Director 


ON of a Methodist preacher, born in a log cabin, 


and an artist on the staff of The Detroit Free 


Press for thirty six years might, in a sentence, bio- 


graphically characterize Floyd S. Nixon. 


Today Nixon is an important figure in the art 


life of Detroit. He has painted and sold hundreds 


of marines and landscapes, and his contributions 


have been regular features of the Michigan Artists 


Show and the Scarab 


Club. His caricatures are 


known nationally. His famous “Iffy, The Dopester” 


and ‘“Iffy Tiger’ cartoons were created in 15° 


minutes as ‘just another job’. 


CDhe Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


N GUARD 


FOR OVER | 


A CENTURY 


“HE ERASED 


90,000 


DOUBLE 


CHINS 


Nixon doesn’t yearn for any “‘good old days”’. 


And there’s a reason. One of his earlier jobs in the 


editorial department was the “prettying’’ of ladies 


photographs for the society section. “I estimate,” 


said Nixon, “that during 
50,000 double chins.” 


those years I removed 


It is the work of Floyd Nixon and nearly a thou- 


sand other men and women at 321 Lafayette Avenue, 


Detroit whose collective effort is sampled daily by 


over 400,000 Detroit families and pronounced good. 


They are the people who make your Detroit Free Press 


best-read, best-liked, most-wanted in this market. 
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Louisiana Places 
First Big Sweet 
Potato Campaign 


NEw ORLEANS— Louisiana’s 
Golden Yam sweet potatoes will 
get their first national promotion 
in consumer media next month 
when color pages in 16 news- 
papers and black-and-white pages 
in the Kansas City Star and Times 
will break Sept. 8 in Sunday sec- 
tions of dailies throughout the 
Midwest and far West. Smaller 
advertisements will run alternate 
weeks in the same papers. 

The Louisiana Sweet Potato Ad- 
vertising Agency, newly-formed 
statewide association of growers 
and shippers, will sponsor the 
campaign, which has been pre- 
pared by Fitzgerald Advertising 
Agency. It is financed through a 
two-cent tax per bushel on pota- 
toes shipped outside the state. 
Initial advertising and publicity 
budget is $100,000 (AA, June 17). 

Cities chosen for the newspaper 
drive are those which received 
more than 50 cars of Louisiana 
yams in 1944, and those in which 
the total received represented 
more than 25% of all sweets con- 
sumed in the area. 

All advertising will carry an 
identifying trademark, suggested 
for use on crates in which yams 
are shipped. The campaign will 
feature the Puerto Rico variety of 
yams, claimed to be the most nu- 
tritious sold in this country. 

The association reports that 
about 19% of the national pro- 
duction of sweet potatoes, netting 
the state’s growers and shippers 
$25 million annually, is grown in 
Louisiana. The U. S. Department 
of Agriculture estimates that the 
state’s total yield this year may be 
more than 10 million bushels. 

A campaign in business pub- 
lications, to continue through most 
of the season, began this month 
in Chain Store Age, Packer and 
Produce News, Progressive Grocer 
and Super Market Merchandising. 


Grunwald Promoted 


Edgar A. Grunwald, formerly 
news editor of Business Week, 
New York, a McGraw-Hill pub- 
lication, has been appointed man- 
aging editor, succeeding Louis H. 
Engel, who has become New York 
manager for the magazine being 
launched by Willard Kiplinger, 
Washington. 


SCHOOL TEACHERS 
are in the spotlight 


Like a prima donna, school teachers get 


a lot of attention. In their own com- 
munity they are looked up to... they’re 
important . . . they're emulated in dress, 
in manners, in thinking. In their schools 
they influence a lot of kids who influence 
a lot of homes, as any parent knows. 


The story of your product, your busi- | 


ness, your principles is interesting to 


teachers and the breadth of its influence | 


could scarcely be estimated. 

Tell the story to the 710,000 sub- 
scribers of State Teachers Magazines. 
Write for full information to State 


Teachers Magazines, 307 North Michi- 


gan Avenue, Chicago 1. 
Georgia C. Rawson, Manager 


Reaching America’s Most Influential Market 


State Teachers 


— MAGAZINES © 
710,000 Subscribers 


An association of 42 state teachers magazines 


Names Matheson Jr. 


W. A. Matheson Jr., recently 
released from the Army, has re- 
joined the Williams Oil-O-Matic 
division of Eureka Williams Cor- 
poration, Bloomington, IIl., as as- 
sistant manager of contract sales. 


Bailey Promoted 


C. Stanley Bailey, assistant east- 
ern manager, has been made a 
vice-president and eastern man- 
ager of Burn-Smith Company, 
New York, radio station repre- 
sentative. 


Textile Converters Name 


American Textile Converters, 
New York, has appointed Jasper, 
Lynch & Fishel, New York, to 
handle advertising of Polo-Ettes, 
a new line of children’s play 
shirts. 


Barre Granite 
Group Increases 
Tombstone Drive 


BarRRE, Vt.—The Barre Granite 
Association will launch its strong- 
est advertising campaign backing 
its memorials next month, with 
ads scheduled in a long list of na- 
tional, farm and religious publica- 
tions. 

Insertions will appear in Ameri- 
can Magazine, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
National Geographic, Pathfinder, 
The Saturday Evening Post, Wom- 
an’s Home Companion, four re- 
ligious publications, and 10 farm 
publications. 

Designed to make every “Barre 


Guild” dealer the “monument 
headquarters” in his city, the 
drive will be augmented locally 
by spot announcements. 

H. B. Humphrey Company, Bos- 
ton, handles the account. 


Appoints Melamed-Hobbs 


Lan-O-Sheen, St. Paul, manu- 
facturer of washing and cleaning 
solution, Lan-O-Sheen, has ap- 
pointed Melamed-Hobbs, St. Paul, 
to direct its advertising. Radio, 
newspapers, outdoor posters, car 
cards and business papers will be 
used in 15 states now covered. 


Bannister Moves 


Fred Bannister, representative 
of The Iron Age, has moved his 
offices from 967 Farmington Ave. 
~ 62 La Salle Rd., West Hartford, 

onn. 
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Samuels Opens Agency 


Harold D. Samuels, advertising 
director of Arnold Constable, New 
York specialty store, for 11 years, 
has established Retail Advertising 
Analysts, New York, an advertis- 
ing service which will specialize 
in local fashion and institutional 
campaigns for newspaper media. 


Names West-Marquis 


The San Francisco office of 
West-Marquis has been appointed 
to handle the advertising of Vacu- 
Blast, Inc., Burlingame, Cal., man- 
— of blast-cleaning equip- 
ment. 


Station WCOP Moves 


Station WCOP has opened new 
offices in the New England Mutual 
a 485 Boylston St., Bos- 
on 16. 
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Seller’s Council 
Warns on Illegal 
Commission Cuts 


NEw YorK — The extension of 
OPA means another year of life 
for the Wage Stabilization Board 
and its wartime restrictions on 
decreases in salesmen’s compensa- 
tions, the National Council of 
Salesmen’s Organizations has 
pointed out in a special bulletin. 
Manufacturers who reduce their 
salesmen’s earnings may have to 
reckon with government penalties, 
the council warns. 

“Without approval of the Wage 
Stabilization Board,’ Mitchell M. 
Shipman, general counsel, de- 
clares, “it is illegal for an em- 


ployer to reduce the compensation 
of any salesman or other non-ad- 
ministrative employe coming with- 
in its jurisdiction, i.e., those earn- 
ing $5,000 a year or less at the 
time application is made.” 


Board Approval Necessary 

Board approval must be ob- 
tained, he says, whether a sales- 
man is employed on a straight 
commission basis or on a salary or 
salary-plus-commission basis. If 
a change-over from commission 
to salary, or vice versa, results in 
reduced income, that is likewise 
illegal without prior approval of 
the board, he points out. He urged 
all salesmen to demand reinstate- 
ment of compensation rates paid 
on or before June 30 if they were 
1educed by any method during. the 
June 30-July 25 period. Employes 


cannot recover the amount lost 
between the two dates, he says. 


Mead Heads Regina 


Lannon F. Mead, vice-president, 
treasurer and director of sales of 
Regina Corporation, Rahway, N. J., 
has been elected president, suc- 
ceeding the late Alfred E. Norris. 
Other officers elected are F. 
Hunter Corregan, treasurer; James 
A. Scharfe, vice-president; Nor- 
man Douglas, secretary and as- 
sistant treasurer, and George E. 
Brooksbank, assistant secretary. 


Treslar Promoted 


Glen H. Treslar, assistant sales 
manager of Black & Decker Mfg. 
Company, Towson, Md., since 1937, 
has been elected vice-president 
and sales manager of domestic and 
Canadian sales. 


Hig Publishes 
Anthology of 
‘Phoenix Flame’ 


Cuicaco—The “Phoenix Flame,” 
house publication of Phoenix 
Metal Cap Company and long a 
leader in quality among such pub- 
lications, is being further glorified 
with introduction of the ‘“Anthol- 
ogy of the Phoenix Flame” pub- 
lished by energetic H. J. Higdon— 
better known as “Hig’”—editor of 
the magazine. 

Hig, who calls himself mod- 
estly The Flaming Press, is pub- 
lishing the hard-bound book at $5 
per copy (advance sale—later at 
$6.25) which will net Hig no 
profit. Hig has unblushingly ad- 


plumbing alone. 


ber” industries, au 


metalworking. 


to new trends and 


Main 0988 


100 East 42nd 


Big Business looms in every nook and corner 
_ of the home-building and equipment industries — 
industries that are increasingly based on metal- 
working. C.E.D. figures forecast annual pro- 
duction of 600 millions for stoves, heating and 
Yet this single segment is but a 
fraction of the metalworking total. 


transportation, communications, machinery, tools 


and many others share a common interest — 
Key men in all these industries must be alert 


before them at all times the broad picture 


FRED BANNISTER 


62 La Salle Road 
West Hartford 7 
Hartford 32-0486 


ROBERT F. BLAIR 


1016 Guardian Building 
Cleveland 14 


All its ‘‘mem- 


tomobiles, farm machinery, 


IRON AGE BREADTH 
can help you get Big Business 


on each separate phase. 
these needs. 
rent opinion on equipment, 
methods, 


working “‘member”’ 


prices and_ legislation. 


of metalworking as a whole, as-well as information 
The Iron Age fills both 
It brings them facts, news, and cur- 
materials, parts, 
This is why 
key men depend upon it — read it — regularly. 


Big Business lies ahead in the supply of parts, 


industries. 


materials, equipment and service to all the metal- 
And there will 
be plenty of competition ere long. But Iron Age 


breadth, prestige and power can help you win 


developments — must have 


want. 


REPRESENTATIVES 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42nd Street 

New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woodward Ave. 
Detroit 2 
Trinity 1-3120 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts. 
Philadelphia 39 
Sherwood 1424 


H. K. HOTTENSTEIN 
Cc. L. HASKINS 
1134 Otis Building 
Chicago 3 
Franklin 0203 


and hold a larger share of the business that you 
Keep your hat in the ring. Advertise 
in The Iron Age. 


JOHN M. HUGGETT 
814 Park Building 
Pittsburgh 22 
Atlantic 1832 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


METALWORKING HEADQUARTERS 


Street 


A Chilton Q Publication 


THE IRON AGE % 


New York 17, N. Y. 


mitted that most of the copy con- 
tained in the anthology is his. Its 
editorial content will vary with 
short stories, articles, editorials, 
essays and what Hig refers to as 
“would-be criticisms.” 

It is believed to be the first time 
anyone has undertaken to compile 
an anthology of an_ industrial 
house magazine. 


St. Laurent Plans Drive 


St. Laurent Bros., Bay City, 
Mich., manufacturer of peanut 
products, plans to launch a cam- 
paign for its St. Laurent’s peanut 
butter in September, in a selected 
list of Michigan cities, using daily 
newspapers and 24-sheet posters 
at first and weekly newspapers 
and radio later. A second campaign 
will introduce Nubby peanut but- 
ter. St. Claire Advertising Agency, 
Detroit, handles the account. 


- 


Increases Ad Rates 


Effective with the January, 
1947, issue, American Poultry 
Journal, Chicago, will increase its 
basic page rate from $1,350 to 
$1,500. 


“WE SPEND THOUSANDS of dollars 
to develop our products...why not a 
few cents more to sell them more eas- 
ily in the coming buyers’ market? 


“Why shouldn't our salesmen show 
our line in V.P.D. transparent plastic 
envelopes...either in standard ring 
books or ready-made presentation 
books?** No more messy advertising 
reprints, finger-marked photos, dog- 
eared circulars...not with V.P.D. 


“So I ordered them for all my sales- 
men...and found they clicked. What 
reports: ‘My prospects LIKE to look 
over our line. ‘They make a neater, 
snappier presentation.’ ‘Those V.P.D. 
show-window envelopes work so well 
they give me extra confidence.’ 


“Moreover, we're saving money, time 
and trouble because V.P.D. plastic 
envelopes extra protection eliminates 
wasteful replacements of worn-out 
photos and literature.” 


Business firms and individuals have bought mil 
lions of dollars worth of our beautiful, crystal 
clear holders and covers...the very best on the 
morket today. 


The simple ideo of smorter selling with V.P.D 
is all yours... just ask your dealer. if he does 
not carry V.P.D., write us. 


*V.P.D. MEANS VISIBLE PROTECTIVE DISPLAY 


**V.P.D. handsome leatherette-covered presen- 
tation books with 16 or 24 transparent, letter 
size windows, come bound in spiral or swing-o 
ring thot tokes extro pages up to 4" thickness. 


JOSHUA MEIER COMPANY 


36 East 10th Street * New York 3, N.¥. 
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Galvin Exhibits 
‘Story of Radio’ 


CuiIcaco—Galvin Mfg. Corpora- 
tion, maker of Motorola radios, 
opened Friday, Aug. 16, its “Story 
of Radio” exhibit at the Museum 
of Science and Industry here. The 
exhibit, under construction for 
about the past year and a half, 
was built at an estimated cost of 
about $70,000. 

It features a “Whispering Gal- 
lery,” demonstrating reception of 
sound in the gallery. Visitor-op- 
erated devices in the exhibit dem- 
onstrate the nature of sound and 
radio waves and the function of 
air in the transmission of sound. 
Also included are visual demon- 


strations of Motorola uses in war, 

police work and automobiles. 
Gourfain-Cobb, Chicago, is the 

agency handling the account. 


Earnshaw Names Brand 


Earnshaw Publications, New 
/York, has appointed Brand & 
| Brand, Los Angeles and San Fran- 
|cisco, West Coast representative. 
|The company publishes Earn- 
| shaw’s, Infants’, Children’s & Girls’ 
Red” and a buyer’s guide in that 
field. 


. 4 . 
Two Join ‘Esquire’ 

Paul Jones, formerly with Lib- 
|erty, and Ralph Bolander-Olson, 
| previously with Seventeen, have 
|joined the advertising sales staff 
'of Esquire, Chicago. 


Agencies Knock Clients Over With Apples! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . e 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. 


business jelestaben 
Prices: $2.75 and up 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


Bureau Cautions 
on Directory 
Malpractices 


NEw YorkK—The National Bet- 
ter Business Bureau has issued a 
warning to directory advertisers 
to differentiate between the of- 
ficial and other classified telephone 
directories. It reports that for 
many years complaints have been 
received from business executives 
charging that they were billed for 
advertising they did not authorize, 
nor want, in a directory they never 
heard of. 

For more than 15 years, the bu- 
reau says, several directory or- 
ganizations have made a practice 
of clipping advertisements from 
the official telephone classified di- 
rectory which is distributed gratis 
to telephone subscribers and past- 
ing such clippings on their own 
order blanks. The _ publisher’s 
name appears on the order form 
and it even contains a statement; 


that the clipping attached came 


TO KEEP ALL OF 
SUMMER’S GOODNESS 


Add | teaspoon Sterling Salt to the 
quart + for ing most vegetabl 


ie Tt ee oat RE pr 
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SEASONAL—International Salt Co. emphasizes fresh vegetables in its seasonal 
point-of-sale advertising for its Sterling brand in this 10x25-inch full-color 
store poster, one of two related item displays for retail outlets. 


from another directory. Many 
business men have signed what 
they considered a renewal con- 
tract, when actually they have 
ordered new advertising in an- 
other directory. The contract thus 
signed has been upheld by the 
courts. 

The telephone company pub- 
lishes its own official classified di- 
rectory in many communities, the 
bureau points out. It may solicit 
advertising itself, or it may au- 


DETROIT IS A WHALE OF A MARKET! 


climbing 


sands still in demand! A 


HA, ere is a rich market that 


spent 400 million dollars in 
Detroit stores the first four 


months of this year—with sales 


monthly! It’s a 


mammoth market of over two 

million people — of over 
600,000 homes! An industrial 
market employing over a million 
workers—exceeding even the war-end 


figure—with skilled workers by the thou- 


fabulous market 


drawing the largest individual pay-checks in America— 


with years of assured full-time production ahead, to supply the 


one product which more people in America want than any other—shiny, 


new cars! Yes, Detroit is a WHALE of a market—4th largest in America—with an 


almost endless buying capacity! What a vital market for YOUR product! ! 


— and The Detroit News...is a WHALE of a newspaper! 


First in circulation in Detroit, with 404,129 A.B.C. week-day average 


for the 6-month period ending March 31, 1946—highest ever 
reached by any Michigan newspaper! First in advertising in 
Detroit—with almost as much total advertising lineage in 1945 
ds both other newspapers combined! What a WHALE of a 
medium in which to sell YOUR product economically, 


thoroughly, successfully! 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND WENA 


DAN A CARROLL, 110 E 42nd St., New York 17 


J E LUTZ, Tribune Tower, Chicago 11 


thorize some firm to represent it. 
Authorized firms so indicate on 
their order forms. 


Kay Daumit to Gross 


Kay Daumit, Inc., Chicago, has 
named H. M. Gross Company, Chi- 
cago, to handle the advertising of 
its “Forever Amber” line of cos- 
metics. The first ads will feature 
perfume and cologne. Other prod- 
ucts to follow will be lipstick, 
creams, lotions, etc. National 
magazines will be used for black 
and white, two color and four 
color ads. 


Changes Bleed Size 


With the absorption of the Cana- 
dian edition of True Story into 
the regular United States printing 
effective with the November is- 
sue, the outside dimensions of 
plates for bleed pages will be 
changed to 834x11% inches and 
the outside dimensions for two 
columns will be 5 9/16x11% 
inches, 


WFOxX in Operation 


Station WFOX, a new Milwau- 
kee station; went on the air Aug. 
14, operating from 6 a.m. until 
sunset. Charles J. Lanphier, for- 
mer manager of Station WEMP, 
Milwaukee, is manager and prin- 
cipal owner of the 250 watt sta- 
tion. 


Manning Advanced 


A. L. Manning, Milwaukee and 
Wisconsin sales representative of 
the National Candy Company, 
Chicago, a division of Clinton In- 
dustries, has been appointed sales 
manager, 


Crester, Pa. 


ALFRED G. HILL, Publisher 
C. L. EANES, General Manager 
DON MCKAY, Local Advertising Manager 
Nationally Represented by STORY, BROOKS & FINLEY 
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Yes Sir! Advertising is a big part of the NEWS in the 
oil industry ... presenting new materials, new machines, 
new tools, and new services that will mean greater 


efficiency and more profits for oil men. 


More advertisers are CONCENTRATING their advertis- 
ing in The Journal (almost twice as many pages than 
any other oil paper during 1945) for the reason that 
more readers are CONCENTRATING their reading in 


The Journal. 


Readers cannot read, and advertisers cannot use, 24 oil 


papers. So, BOTH have found by experience that when 


YOU... ’ 7 
“Follow the Journal ... YOU follow the Oil Industry!" ge RTA 
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No. 3 of a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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* it is our belief 
that the September 


If there is anyone within the sound of our 
voice who doubts this opinion, just drop us a 
note — we'll be proud to rush him a copy of 
this issue of TRUE, the largest selling, fastest 
growing man’s magazine in America. 

FAWCETT PUBLICATIONS, INC. 


295 Madison Avenue, New York I7, N. Y. 
World’s Largest Publishers of Monthly Magazines 


now on the 
newsstands 
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Publishes Largest Issue 


The 370 page August issue of 
the Florists’ Telegraph Delivery 
News, Detroit, marks the largest 
issue of the publication since its 
founding. It features the first 
postwar convention of the Florists’ 
Telegraph Delivery Association, 
which is being held in New York, 
Aug. 19-23. 


FM Dangerous to Flying 


Pennsylvania’s Aeronautics 
Commission, Harrisburg, will 
make a study of all sites proposed 
for the page ig mes of FM radio 
towers in the Commonwealth of 


Pennsylvania in relation to their 
location as an air hazard. It was 
said that the flood of FM applica- 
tions indicates that the “steel 
needles” will be piercing the sky 
in some spots where they are dan- 
gerous to flying and that the great- 
est danger exists in murky day- 
light weather. 3 


Promotes New Broiler 

Mac-Lane Mfg. Company, New- 
ark, will use business papers and 
direct mail followed by ads in 
consumer magazines to promote 
its new Mac-Lane electric broiler. 
Salow & Riedl, Passaic, N. J., han- 
dles the account. 


Sept. 9-11. National Publishers 
Association, annual meeting, Mon- 
tauk Manor, L. I., N. Y. 

Sept. 19-21. Advertising Ty- 
pographers Association of Amer- 
ica, 20th annual convention, The 
Homestead, Hot Springs, Va. 

Sept. 30-Oct. 2. Southern News- 
paper Publishers Association, 42nd 
annual convention, Edgewater 


Deliver your sales message .in D E | R 0 | | 


The City With A Billion Dollar Buying Power’ 


W X Y l Completely Covers The Detroit Area At More Reason- 
able Rates Than Any Other Major Detroit Radio Station 


(Key Station of the Michigan Radio Petmack) a 
Owned and Operated by the | x 
‘KING-TRENDLE BROADCASTING CORPORATION | 


WXYZ 


1700 Stroh Building + Detroit 26, Michigan 
Represented by the Paul H. Raymer Co. ® 


a= 


Gulf Hotel, Edgewater Park, Miss. 

Oct. 6-9. Advertising Specialty 
National Association, Palmer 
House, Chicago. 

Oct. 7-10. Financial Advertis- 
ers Association, national conven- 
tion, San Francisco, 

Oct. 10-11. Television Broad- 
casters Association, second tele- 
vision conference, Waldorf-Astoria 
Hotel, New York. 

Oct, 14-15. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


Oct. 14-15. Boston Conference 
on Distribution, Hotel Statler, 
Boston. 


Oct 17-18. Audit Bureau of 
Circulations, annual meeting, 
Stevens Hotel, Chicago. 

Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Stevens Hotel, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Palmer House, Chicago. 

Oct. 24-26. Life Insurance Ad- 
vertisers Association, 13th annual 
meeting, Edgewater Beach Hotel, 
Chicago. 
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Nov. 11-12. National Newspaper 
Promotion Association, 2nd annual 
midwest conference, Gary, Ind. 

Nov. 13-15. Association of Ca- 
nadian Advertisers, annual meet- 
ing, Toronto. 

Nov. 25-26. Packaging Insti- 
tute, Stevens Hotel, Chicago. 

Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Increases Space 


United Wallpaper, Inc., Chi- 
cago, has taken a year lease 
on two entire floors ‘and part of 
another in the tower of the Mer- 
chandise Mart. This move, which 
is expected to be completed by 
October, will consolidate the com- 
Panys’ general and executive of- 
fices and studios. 


Koehler Joins WROV 


Frank E. Koehler, formerly sales 
Manager and merchandise man- 
ager of Station WSLS, Roanoke, 
Va., has been appointed commer- 
cial manager of Station WROV, 
Roanoke. 


“*He says he’ll be right over as soon as he 


finishes reading the Buffalo Evening News.” 
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British to Permit 
Sign Regulation 
in Planned Cities 


Lonpon—Included in operational 
plans for new towns being con- 
structed in England to offset the 
housing shortage, are stipulations 
or proposed rules which will strike 
heavily at outdoor advertising. 

The committee dealing with 
construction of the new towns has 
said that the authorities, presum- 
ably from the British government 
and who will manage the new 
communities, will have it within 
their power to eliminate any out- 
door posters considered blatant, of 
poor design, or disfiguring to the 
town’s beauty. The committee | 
further declared that the com- 
munity need not wait for legisla- 
tion, that the opinion of the oper- | 
ating authority will be considered | 
sufficient. 

Even retail shop signs were in- | 
cluded in the sweeping control of | 
advertising. Recommendations in- 
cluded the suggestion that all shop | 
signs be of standard lettering on | 
uniform grounds, Flashing electric | 
signs were discouraged in the re- 
port. The committee, however, de- 
clared that floodlights for civic | 
buildings would probably not be| 
considered out of order. 

Outdoor advertising on rail sta- 
tions would, under the commit- 
tee’s recommendations, be limited 
and regulated by appeals to the 
rail organizations which, the com- 
mittee said, are more or less be- | 
yond public control. . | 


| 
| 
| 
| 


Fader Appoints Millin 

Benjamin F. Millin, recently re- 
leased from the armed forces and 
prior to that with Ruthrauff & 
Ryan, has been appointed art di- 
rector and a member of the plan 
board of Franklin Fader Com- 
pany, Newark, N. J. 


New Bedford 


PEOPLE HAVE INCREASED 
THEIR SAVINGS DEPOSITS 


16 Million Dollars 


IN ONE YEAR 


Only part of the picture... 

add Government Bonds systematically 
purchased week after week . . . add 
increase of $100,000 in weekly payrolls 
(now running approximately 75 million 
yearly) . . . add vacation spending of 
over 400,000 summer vacationists and 
you begin to get a picture of the pros- 
perous New Bedford market . . . 4th 
largest in Massachusetts . . . 3rd largest 
fishing port on the Atlantic Coast... 
estimated value of 1946 catch... 9 
million dollars. 


IS NEW BEDFORD ON YOUR 
NATIONAL SCHEDULE? 


NEW 


ane Times 
Stanaa Daily and 


Rep. by Gilman, Nicoll & Ruthman 


Writes Lithography Book 


Arthur M. Wood, sales man- 
ager of W. A. Krueger Company, 
Milwaukee lithographer, has com- 
pleted a 192 page book entitled 
“How to Sell Lithography,” which 
will be published early in Sep- 
tember by the Waltwin Publish- 
ing Company, New York. 


Increases Ad Rates 

Mechanical Engineering, New 
York, has increased its basic page 
rate from $225 to $280, with a 
net paid circulation of 20,198. 


Czech Statesmen 
Outline Promises 
in New Booklet 


PRAGUE—T he Czechoslovakian 
Ministry of Information is not 
only announcing the details of a 
two-year plan for national de- 
velopment but is also putting the 
plan in writing so that the public 
may keep a weather eye on the 
government’s progress. 
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In a 32-page booklet available|a midget ultraviolet Sterilamp, 
at nominal cost to the general|half the size of a hen’s egg, to 


public, will be printed the plan | 


which is aimed at bringing Czech | 
industries and business up to pre-| 
war levels. The plan was origi- | 
nally announced by the new Prime | 
Minister on behalf of the new gov- 
ernment formed after the recent 
election, 


Offers New Sterilamp 


Westinghouse Lamp _ division, 
Bloomfield, N. J., has developed 


provide’ bactericidal ultraviolet 
protection and air-purifying ozone 
in home refrigerators. 


ARE MORE DISTINCTIVE 


Window and Convention 


Displays, Presentations, 
Posters and Signs. 


PF. CARLSON SIGN & DISPLAY 


PHONE WAB. 9111 + 505 S. STATE, CHICAGO * 


Angeles, California. 


... From the Saabelt 


Farm Market of America! 


Plump grains of rice from the Southwestern Sunbelt Farm Market 
find their way to thousands of American tables. This important 


cereal crop is America’s 16th largest cash revenue crop, totaling 
$118,822,000 in 1945 — of which $93,409,000 went to enrich 
growers in the Sunbelt — 78.6% of the total! But rice 
is just one of the hundreds of products that are swelling 
farm and ranch incomes in the Sunbelt. Rich soils, mild 
climate and a long growing season allow this vast 
region to grow a greater diversity of products than any 
other comparable region in the United States, bringing 
in money the year round. The advertiser who wants 
to reach this dominant market wisely chooses 
FARM anp RANCH — the one paper that covers both 
the farm and ranch markets — the one paper that 
devotes its full coverage to the Sunbelt. 


ape 


DALLAS, TEXAS 


Branch Offices: 52 Vanderbilt Avenue, New York + 75 East Wacker 
Drive, Chicago + 205 Globe-Democrat Building, St. Louis - 
roe Drive, N. E., Atlanta. West Coast Representatives: Simpson-Reilly, 
Led., Russ Building, San Francisco, California - 


1895 Mon- 


Garfield Building, Los 


great, productive region 
information they want at 
return on your advertisi 
carry your message 


the rice growers’ language — 
, Sheep and citrus growers’ 
growing seasons of this 
—and it gives its readers the 
the time they want it. For greater 
ng dollar—jet FARM AND RANCH 
to the complete Sunbelt market. 
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High Prices Won't 
Halt Most Buyers, 
BAE Study Reveals 


Would Cut Savings 
Rate instead to 
Fill Postwar Needs 


WASHINGTON — Studies of war- 
time savings and the people who 
hold them have convinced the Bu- 
reau of Agricultural Economics 
that a gradual upswing in prices 
will not result in widespread con- 
sumer resistance in the immedi- 
ate future. 


While BAE makes only a short- 
range forecast, it is telling the 
Federal Reserve Board that most 
American families are likely to 
cut their rate of saving before giv- 
ing up the things they planned to 
buy. 

With large numbers free from 
debt, and in a better earnings 
position than ever before, BAE in- 
terviewers found a firm market 
for all the housing, cars and other 
consumer durables that can be 
produced in 1946. 


Spend for Essentials 

Most people wished to continue 
saving, BAE found, but people 
frequently felt they were spending 
only for essentials, and that they 
could not make a substantial re- 
duction in their standard of living 
without hardship. 

The forecast of continued heavy 


ADVERTISING 


TORONTO, MONTREAL WINNIPEG, 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


buying dominates the final install- 
ment of a three-part report de- 
signed to provide the Federal Re- 
serve Board with data on the loca- 
tion of wartime savings, and an 
estimate of the types of people 
who hold them. 

Prepared by BAE’s Division of 
Program Survey, the study first 
reported that more than 60% of all 
savings were in the hands of only 
10% of the savers (AA, June 24). 
Later, BAE disclosed that there 
were big savers at all 
levels, and that the “big earners,” 
representing 8%, had only 36% of 
all savings (AA, July 29). 

From the data BAE provided, 
Federal Reserve stressed the need 
for more production to satisfy the 
wants of the greatly expanded 
number of individuals with in- 
comes of $2,000 to $5,000. 

“Whereas about half of all 
spending units received incomes 
under $1,000 in 1935-36, the pro- 
portion of spending units in this 
income class declined to a third in 


1941 and a fifth in 1945, the board 
‘observed. 


“About half the spending units 


income | 


had incomes of $2,000 to $5,000 in 
1945. They received in the neigh- 
borhood of $70 billion, an amount 
greater than the total income of 
all spending units in the 1935-36 
period.” 


Will Forego Saving 


Final section of BAE’s study, 
available from the Division of Pro- 
gram Surveys, or from the August 
“Federal Reserve Bulletin,” pre- 
dicts that people facing the choice 
of saving less or spending less, will 
most often choose to sacrifice sav- 
ing. 

After interviews with 3,000 
sample Americans, BAE concludes 
that “when prices go up, people 
expect to pay the higher prices in- 
stead of reducing their standard of 
living and buying less.” 

Although prospective buyers of 
autos and consumer durables rep- 
resented only a minority of spend- 
ing units, BAE found that there 
was a sufficient number to con- 
sume all that will be produced this 
year, and that these people were 
in a position to buy regardless of 
price trends. 


WHAT MAKES A 24-SHEET POSTER DO ITS STUFF? 


S A POSTER a selling force or is it simply an 
on-the-spot reminder? 4 This question has bothered the 
modern advertiser more than it bothered the ancients. 
Those sturdy souls never had any other purpose than to 
sell. On the other hand, as production was purely local 


— competition was narrowed. Today we use posters for the same pur- 


pose— but with newspapers, magazines and radio cooperating, the 24-sheet 


poster on a 30-day showing retains all its primary vigor in pinning 


advertising down to tts specific locale. §| And posters combine continuous 


reminder value with continuous sales appeal. Posters are a vital selling 


force. We almost started to say you can’t miss the impact of a good poster 


... and that brings us to the fact that color, design, size and beauty are 


four tremendous forces to harness to any campaign. McCandlish interest lies 


in a thorough appreciation of these forces and a proven ability to extract 


the most out of them by faithful reproduction of the artist’s drawings. 


-McCANDLISH LITHOGRAPH CORPORATION 
LITHOGRAPHERS OF POSTERS @ ADVERTISING DISPLAYS 
ROBERTS AVENUE ¢?” STOKLEY STREET - PHILADELPHIA 
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“The people who planned to buy 
in 1946 had not decided to do so 
because they believed they would 
not get good value for their 
money,” BAE said. “Most of the 
prospective buyers thought that 
prices would rise during the year, 
and that they would have to pay 
more than the prices prevailing. 


Strong Demand Stressed 


“The fact that they intend to 
buy in spite of these unfavorable 
market conditions points to the 
strength of their demand for dur- 
able goods. They felt that their 
need for the goods was so great 
that they were not deterred by the 
high prices and poor quality they 
expected to find.” 

Somewhat over half of those 
who plan to buy cars and other 
durable goods in 1946 expect to 
pay for them fully in cash, or with 
cash plus the trade-in value of 
their old cars, BAE reported. Only 
about a third of the prospective 
buyers were planning to buy on 
the installment plan, 

Looking for evidence of infla- 
tionary dangers, BAE estimated 
that purchasing power derived 
from current income will be aug- 
mented by over $2 billion out of 
liquid assets and a similar amount 
from borrowing for the purchase 
of cars and other durable goods, 
and at least $3 billion of liquid 
assets and at least $7 billion from 
borrowing for the purchase of 
housing. 

According to BAE’s figures, 84% 
definitely were not interested in 
automobiles in 1946, 83% were not 
considering new housing, and 63% 
were determined to buy no con- 
sumer durables at all. 


Price Levels Indicated 


Of those who planned to buy 
automobiles, 63% would spend 
$1,000 to $1,349. Another 22% 
thought they would spend as much 
as $2,000. The number of used car 
buyers was about a fourth as large 
as the number of prospective new 
car buyers, 40% of them planning 
to spend less than $500. 

People planning to buy con- 
sumer durables commonly men- 
tioned refrigerators, furniture, 
radios and washing machines. Of 
the prospective buyers, 5% in- 
tended to spend $1,000 or more; 
most planned to spend less than 
$300. 

Buyers of cars and other con- 
sumer durables were found in pro- 
portionate numbers in large cities, 
small cities and rural areas. 
Nearly half were skilled or un- 
skilled workers, about a third were 
professional or business people or 
white collar workers. Almost two 
thirds of prospective buyers were 
under 45, and only 8% over 60. 

Although those who expected to 
buy cars or other durables had 


ELEMENTARY 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The Oit WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups, 


study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


Houston New York Cleveland 
Chicago Tulsa Los Angeles 
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higher incomes on the average than 
those who did not expect to buy, a 
third of them had incomes of less 
than $2,000 in 1945, and only 11% 
had incomes as high as $5,000. 


Homes Average $5,000 


BAE found that the majority of 
prospective home buyers had in- 
comes of less than $3,000 in 1945, 
and that on the average, they 
expected to pay about $5,000 for 
their homes. Over half of those 
who hoped to buy homes had less 
than $1,000 in liquid assets, and 
14% had no liquid assets at all. 

Half of the would-be home own- 
ers were skilled or unskilled work- 
ers, about a third were profes- 


sional, business or white collar 
people. Of the prospects, 74% 
were under 45, only 2% were 


over 60. 

Farmers would spend consider- 
ably more money, in proportion to 
their numbers, than non-farmers, 
BAE said. In addition to extensive 
purchases of machinery, and re- 
modeling of farm buildings and 
homes, they would buy proportion- 
ately as many cars and other dur- 
ables and spend as much money 
for them as non-farm people. 

BAE found that installment buy- 
ers tend to be concentrated in the 
middle income group. Of install- 
ment buyers, 34% had incomes be- 
tween $2,000 and $3,000, while 
only 22% of cash buyers were in 
this bracket. Nevertheless, BAE 
found that a sizeable group of up- 
per income people plan to use the 
installment plan. 

Skilled and unskilled workers 
more often use installment buying. 
Farm operators prefer to pay cash. 
Professional people, white-collar 
workers and business men are 
found more often among cash buy- 
ers. Installment buying is a little 
more popular in large cities than 
in small cities or open country. Of 
cash buyers, 41% are over 45, 
while only 27% -of installment 
buyers are over 45. 

Half the prospective buyers who 
had liquid assets expected not to 
use them at all for the purchase of 
consumer durables in 1946, pre- 
ferring to pay out of income or on 
the installment plan. 

“Those with small asset holdings 
in proportion to their income were 
particularly likely to say they did 
not intend to draw on them for 
their purchases, perhaps because 
they feel that a certain minimum 
amount of assets must be retained 
for emergencies,’”” BAE commented. 


The on-the-spot advertiser and 
his agency should know how 
best to reach a market's buying © 
power. That's why it’s significant 
that: 


Of the nearly 1,000,000 lines of 
1945 general advertising placed 
direct in Buffalo, or by Western New 


York or neighboring Canadian ad- 
vertising agencies, 53.7% appeared 
in the Courier-Express. 


Whether your advertising ap- 
peals to men, or to women, or 
to both — 


Bele Spr 


<2 : Buffalo's Only 
Morning and Sunday Newspaper 


Detroit's WENA 
to Start ‘Fax,’ 


Televise Soon 


DETROIT—S tation WENA, af- 
filiate of the Detroit News’ AM 
station WWJ here, will begin tele- 
vision broadcasts in November, 
when it will have 25 video recep- 
tion sets spotted in the Detroit area 
to test reception. 

The News will launch a strong 
promotion drive for the WENA 
video service, which is in addition 
to WENA frequency modulation 
broadcasting. In addition, the 
station next month will resume 
facsimile broadcasts. Its facsimile 
programs were discontinued dur- 
ing the war. 


Announcing the video plan, Wil- 
liam J. Scripps, director of the 
News radio division, observed that, 
“While some sources believe in 
withholding television expansion 
until color is perfected to a greater 
extent, we believe that because 
black and white is here, it should 
‘be used.” 


Reporters to Use Radio 


Mr. Scripps pointed out that 
“the public likes to see a Techni- 
color movie but does not limit its 
theater attendance to that type 
only.” 

Besides being first in this area 
with FM, facsimile and video, the 
News next month will pioneer in 
news reporting by radio. Special 
equipment has been obtained to 
permit reporters on assignment to 
typewrite stories “on the scene” 


and transmit the messages from 
transmission units set up in trucks. 
Two-way communication will be 
possible. 


‘Elks’ Boosts Ad Rates 


Elks Magazine, New York, has 
issued rate card No. 18, effective 
January, 1947, increasing circula- 
tion guarantee 20 per cent from 
625,000 to 750,000. 
rates have been increased as fol- 
lows: Black-and-white page, 
$1,400 to $1,650; four-color process 
page, $2,300 to $2,725; and color 
page of black and one extra color, 
from $1,625 to $1,875. 


Lind Joins Langhammer 
Roma Lind has joined Joe H. 
Langhammer & Associates, Omaha 
agency, as director of a new pub- 
licity and public relations depart- 
ment. 


Advertising | 


“Honey, let’s have some hot swing on 
WFDF Fiint—the wife listens only to 
high-brow.” , 


wpe 


a ae 


“Did you ever specify a DIRTY GRAY dad 


Of course you didn’t, but that’s what you often got 
during the darkest days of the war. Not only for the 
reason that the quality of real quality papers was be- 
low pre-war level, but also because supplies of all 
papers were inadequate to meet demand. You had 
to take what you could get. 


Chillicothe Papers 


are still not plentiful, but the 


situation is improving. The time is not far distant 
when their distinguished quality will be made more 
frequently available to those who demand the best. 


We suggest that in 


the meantime you continue to 


specify Chillicothe Papers and inquire of your printer 


THE CHILLIC 


CHILLIC 


as to their availability. This will assure your getting 
their fine quality on the first possible job. 


LOGAN 
CHAMOIS TEXT e 


Maker of c distinctive line of fine papers for many uses, including 
such distinguished stocks as 


AND ADENA OFFSET 
CHILLOTINTS 
GREETING CARD PAPETERIES 


— atk ue about Thom’ 


AND BOOK 


HE PAPER CO. 


HE, OHIO 
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Appoints Ellis Agency 


Angel P. Brown Laboratories, 
Endicott, N. Y., manufacturer of 
Za-Hoy pile ointment, has ap- 
pointed Ellis Advertising Com- 
pany, Buffalo, to handle its ad- 
vertising. 
zines will be used. 


Name Fay Publisher 

Frank J. Fay has been ap- 
pointed publisher of Theatre Arts, 
New York. 


Newspapers and maga- | 


SIMPSON-REILLY, erp 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 
RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG, | 


Coffee Company 
Offers Premiums 
After 5 Years 


St. Louis—Jas. H. Forbes Coffee 
'& Tea Company is launching its 
‘first premium offer to customers 
/in almost five years. The offer is 
part of a general advertising cam- 
paign using newspaper and point- 
|'of-sale copy boosting the com- 
/pany’s Martha Washington coffee. 

The premium campaign, offer- 
|ing housewives aluminum coaster 
|sets, four to a unit, for two cou- 
pons from Martha Washington 
coffee containers plus 25 cents, is 
of an “extremely temporary” na- 
‘ture due to limited stocks of the 
/premiums, J. H. Forbes, president 


of the company, said. 

The newspaper campaign will 
be placed throughout nine central 
states, and will be supplemented 
by outdoor posters in metropolitan 
and suburban St. Louis. 

Shaffer-Brennan-Margulis Ad- 
vertising Company, St. Louis, is 
the agency. 


Launches Shoe Drive 


Sundial Shoe Company, Man- 
chester, N. H., has launched a 
juvenile and men’s shoe cam- 
paign in 38 newspapers in the 
East, which will continue until 
Nov. 25. The ads will appear once 
a week, using 300 and 100-line 
ads twice a month. A campaign 
using newspapers and radio spots 
is also planned for women’s shoes. 


|Badger & Browning, Boston, 
|handles the account. 


9 out of | 
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NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


~ NEW YORK SUBWAYS a 


CAR CARDS «+ STATION POSTERS 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 


vertising Company, Inc. 
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Wernet Anatomy 
Book Tops ‘Must’ 
List for Dentists 


JERSEY City—For the nation’s 
dentists, probably the most out- 
standing promotional piece of the 
year is Wernet Dental Mfg. Com- 
pany’s new book, “Transvision 
Anatomy of Head Structures In- 
volved in Problems of Oral Pros- 
thesis.” 

Aside from a brief introductory, 
it consists entirely of 11 illustra- 
tions with explanatory footnotes. 
These illustrations compose a 
study of the human head, showing 
all structures involved in dental 
problems. What makes the work 
outstanding is the three-dimen- 
sional effect achieved by using 
pages of transparent, cellophane- 
| like stock, printed in full color by 
/means of gravure wet printing. 

First in Dental Field 

The book’s right-hand pages re- 
| veal structures of the right side of 
| the head, layer on layer, through 
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the transparencies, from the skin 
inwards. The left-hand pages 
show the structure of the left side 
of the head, looking outward to- 
ward tke skin. Although a few 
such texts on eye structure and 
other parts of the body have been 
prepared for physicians and sur- 
geons, no similar work has pre- 
viously been prepared for dentists. 

The studies were executed by 
Alfred Feinberg of the College of 
Physicians and Surgeons, Colum- 
bia University. Wernet is offering 
the initial imprint of 40,000 copies 
to dentists through its salesmen, 
at the nominal price of $1. The 
book contains no advertising copy 
for Wernet dental supply prod- 
ucts. 

Noyes & Sproul, New York, han- 
dles the account. 


Food Editors to Meet 


The food editors committee of 
the Chicago chapter of the Ameri- 
can Association of Newspaper 
Representatives will hold a con- 
ference in Chicago, Oct. 28 to 
Nov. 1. 


farmer must face. 


in the country. 


Agriculture. 


_KMBC 


OF KANSAS CITY 


Phil Evans is a graduate of the 
University of Illinois, majoring in 
Economics and Animal Husbandry 


: H. Practices What He Preaches... 


No arm-chair farmer is Phil Evans. Having farmed 
the middlewest for close to a score of years, he knows 
at first hand the soil, climate, weather and seasons; 
crop and livestock hazards; every difficulty the 


Before coming to KMBC in 1939 as director of 
farm service, he was N.B.C.’s agricultural commen- 
tator for the Goodyear Tire & Rubber Company. 
| Chicago farm listeners remember him well for his 
| commentaries on WLS and other stations. Because 
| he has met with and talked to farm groups in vir- 
| tually every state, Phil has perhaps more personal 
friends among farmers than any other broadcaster 


His word is gospel in the Heart of America. Three- 
times-a-day farmcasts direct from KMBC Service Farms 
have entrenched him in the minds of that 49% of the 
population that is rural—as a Voice of Authority in 


Free & Peters, Inc. 
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ATA Plans to Spend 
$100,000 in Drive 
to Boost Air Mail 


Association Ponders 
Overseas Lines Gripe 
at 'Nationalism' 


New YorkK—The Air Transpor- 
tation Association of America, 
which two months ago decided at 
a board of directors’ meeting on 
a promotional campaign for air- 
mail when and if the five-cent 
rate became law, was all set this 
week to spend $100,000 in pro- 
moting correspondence by air. 

The ATA, which is composed of 
domestic airlines, had been wait- 
ing for President Truman to sign 
the bill before determining defi- 
nitely how and when to spend 
the allocated amount. The most 
likely date for start of the cam- 
paign is Oct. 1, the effective date 
of the five-cent rate, which the 
chief executive has approved (AA, 
Aug. 19). 

While ATA’s plans are not com- 
plete, about half of the $100,000 
appropriation will be devoted to 
“small but frequent” ads in a large 
number of dailies over a period of 
five weeks subsequent to inaugu- 
raiion of the rate Oct. 1. The 
campaign also involves large quan- 
tities of direct mail, posters and 
other forms of printed material 
directed to large business houses, 
manufacturers and other inter- 
ested organizations. 

The _ association’s advertising 
from the start has been with 
Erwin, Wasey & Co. The account 
aggregates about $500,000, all of 
which has been spent in maga- 
zines. It was said that the $100,- 
000 to be spent in promoting air- 
mail will be in addition to the 
regular budget. 

ATA’s advertising campaign has 
caused criticism, ADVERTISING AGE 
learned, with overseas airlines ob- 
jecting to some of the copy, which 
they consider “nationalistic . 
unfavorable and ill-advised. . 
At a recent meeting of the pub- 
licity committee of the North At- 
lantic Traffic Conference of the 
International Air Transportation 
Association, a resolution was 
passed condemning the tone of 
ATA’s copy. The resolution said: 

“It is the sense of this meeting 
that nationalistic comparisons of 
an unfavorable and ill-advised na- 
ture should be avoided in adver- 
tising and we call upon ATA to 
take note of our action in any 
future advertising they may do. 


” 


USE 


REPLY-O LETTER 


TO DISTRIBUTE 
YOUR CATALOGS! 


Don't waste catalogs! Mail Reply-O 
Letters offering catalogs to interested 
prospects. 50°/, to 75°/, results not 
unusual. People who request your 
catalogs are more likely to use them! 


What Are Psttorheat 
Your Needs? = your ys] 


any TOWN: 


Write to THE. 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


Our action at this time has been 
motivated by an advertisement 
which appeared in various Ameri- 
can publications in which they 
say—‘But whatever the size and 
speed of the plane, no matter 
whether you see it at home or 
abroad—if it flies the U. S. Flag, 
you will know it’s made in Amer- 
ica and manned by the world’s 
best crews, giving the world’s best 
service.’ ” 

The resolution was proposed by 
Ellis Reed of Air France, and 


seconded by G. S. Wynn of Brit- 
ish Overseas Airways Corpora- 
tion, but among the lines repre- 
sented by the North Atlantic Traf- 
fic Conference are Pan American 
World Airways, American Over- 
seas Airlines and Trans World 
Airways. These concurred in the 
resolution. 

Mr. Thompson, speaking for 
ATA last week, told ADVERTISING 
AcE that the association had not 
yet taken action on the resolution, 
but that it would give the com- 


plaint ‘‘serious consideration.” Re- 
lations between domestic airlines 
and those operating overseas 
routes are good, he maintained. 


Vigilant to Wesley 


Vigilant Products Corporation, 


Associates, New York, to handle 
advertising on Virgil silver polish. 
Business publications in the home- 
making, drug, department store, 
jewelry, chain store and hard- 
ware fields will be scheduled. 


New York, has appointed Wesley | 
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Increases Ad Rates 

| Effective April 1, 1947, Mac- 
lean’s Magazine, Toronto, will in- 
/crease its basic page rate from 


$1,550 to $1,700. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


ans 


— research plays 
a vital part in the making of 
Oxford’s many different kinds of 
quality printing papers. This 
research, along with product 
testing, covers every phase of 
Oxford papermaking from wood 


to finished paper. 


Oxford laboratories are constantly 
engaged in anticipating paper 
problems, in creating new applica- 
tions for paper, in tackling cur- 
rent paper problems and standing 
guard over quality standards. 


In fact, over 5,000 laboratory 
and control tests are made during 
each day’s production. 


GREAT CONSTERNATION |! OXFORD 
LABORATORIES UNCOVER A POUND OF PULP 

WITH ONLY 1,499,999,998 FIBRES, 
INSTEAD OF THE USUAL 1,500,000000 FIBRES. 


This testing serves as a guide 
to and supplements the “know- 
how’? of Oxford craftsmen — 
many of them, by the way, 
third-generation papermakers at 
Oxford. 


Behind all this stands the 
company’s long experience and 


specialization in quality papers— 
experience sharpened by making 
over 1,000 miles of quality paper 
a day for many years. 


When you are in need of quality 
printing paper why not ask your 
paper merchant for Oxford quality 
paper? 


Included in Oxford’s line of quality printing and label 
papers are: ENAMEL-COATED — Polar Superfine, Maineflex, 
Mainefold, White Seal and Rumford Litho C1S; 
Uncoatep — Engravatone, Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 
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TACA Campaign 
Aims at Educating 
U. S. to Service 


Federated Airline Set 
for Expansion; Ground 
Troubles a Factor 


NEw York — TACA flies 15,000 
miles of skyways in 10 Latin 
American countries, and in rugged 
country, where poor roads and 
doubtful railroads are standard 
equipment. TACA flies orchids, 
bulldozers, livestock and passen- 
gers. Despite its range and op- 
erating history, few people in the 
United States know whether 
TACA is a candy bar, a glue, or 
an airline. Its current campaign is 
intended to introduce an interna- 
tional carrier to its potential cus- 
tomers. 

TACA stands for Transportes 
Aereos Centro Americanos, a 15- 
year-old federation representing 
nine Latin American companies, of 
as many countries. 

In June the airline uncorked its 
first campaign of any size, with 
copy running in Fortune, Holiday, 
The New Yorker, Newsweek and 
Time, as well as international edi- 
tions of Newsweek, Time and 
Readers’ Digest, and export pub- 
lications. Copy is also running in 
20 newspapers in major cities, 
stressing TACA’s routes, and the 
campaign is appearing in a dozen 
publications of the aviation, travel 
and shipping fields. 

The account, placed through 
Royal & de Guzman, is worth 
about $200,000 currently, with 
prospects of growing as the Civil 
Aeronautics Board grants permis- 


No one would think of 
half-milking a cow—it just 
wouldn't be practical. 


The INDIANA MARKET 
might be compared to a 
good-producing milk cow, 
yet some advertisers 
leave it half-milked when 
they place their ads 
metropolitan newspapers 
only. 


Advertising in the news- 
papers of The INDIANA 
LEAGUE of HOME 
DAILIES will complete 
the selling and marketing 
job for any advertiser. 


For complete details contact 


eres & CO. 


New York 17, 


35 E. < le shor | Lexington Ave. 


Member of the American Association 


sion for the member companies to 
fly additional routes terminating in 
southern American cities. 


TWA Large Stockholder 


Superimposed on the nine com- 
panies is an operating company 
called TACA Airways Agency, 
which has its offices in Miami, 
New York and Washington. The 
company is incorporated in Dela- 
ware, and a similar company is 
set up in Panama. Stock in the 
company is variously held, with 


oo fe Aen eth te lis ie hee 


Trans World Airlines accounting 
for 27%, and other American in- 
terests an additional 20%. 

One of the principal difficulties 
facing any line or group of lines 
operating in South and Central 
America is the multiplicity of re- 
strictions affecting travel from one 
country to another. All lines op- 
erating have made efforts to per- 
suade national governments to éase 
restrictions, particularly those cov- 
ering types of visas necessary for 
passage through a country. Begin- 


ning with Mexico and Guatemala, 
the lines were successful in con- 
vincing every Central American 
country except Nicaragua that a 
tourist permit should be sufficient. 

Since TACA operates in many 
countries, it faced numerous op- 
erating problems. In conformance 
with labor laws, most of its flying 
and ground personnel are native of 
the country in which they work, 
although many had training either 
in the U. S. or in another country. 
South and Central America pro- 
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vide rugged terrain and tough fly- 
ing weather, and airline pilots have 
to be capable. 


Provides Travel Guide 


The company has the problem 
of handling numerous nationalities, 
and has published a TACA Travel 
Guide, which gives rates of ex- 
change for currency, apprises the 
casual traveler of local regulations, 
and advises him of possible short- 
cuts in his travels south of the 
border. 
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Advertising Age, August 26, 1946 


So far, Royal and de Guzman 
handles only that advertising ap- 
pearing in the U. S. or in American 
publications. Each of the member 
companies places its own copy, 
sometimes using an agency, some- 
times direct. The schedules ap- 
pear in newspaper, radio and na- 
tive magazines. Eventually, both 
TACA and its agency will have to 
coordinate all of the promotional 
efforts. 

The company, like all other air- 
lines, is eager for new equipment. 


It is currently operating 50 air- 
craft, including Lockheed Lode- 
stars, Douglas DC3’s and DC4’s, 
and has ordered DC6’s. 


Plans Teen-Age Show 


Triangle Publications, New York, 
publisher of teen-age magazine 
Seventeen, will sponsor “It’s Up 
to Youth” on Mutual Broadcasting 
System beginning Oct. 2. The pro- 
gram will dramatize typical youth 
problems, turning the question 
over to panel of selected teen-age 


youngsters, for discussion and solu- 
tion. The commercials will be in- 
stitutional. Plans call for the 
series to travel from city to city 
after becoming established on the 
MBS network. 


Asenio Joins Gardner 

Jose Asenio, former Under Sec- 
retary of War of Spain with the 
commission of general in the army, 
at present exiled, has joined Gard- 
ner Publications, Cincinnati, to 
handle inter-American business 
affairs. 


Appoints Boland 


Southwestern Mfg. Company, 
Little Rock, Ark., manufacturer of 
lightweight utility and sport boats 
made of aluminum, has appointed 
Charles W. Boland Advertising 
Company, St. Louis, to handle its 
advertising. Hunting and fishing 
publications will be used. 


Norman Joins FC&B 


Winston Nerman has joined the 
San Francisco staff of Foote, Cone 
& Belding. 


Advertising Reprever 


Color Kepresertatives: 


An aheninam plont worker during war 


big business generally 


riatives 


oe SS 


“Mightiest 
2 Weapon... of 
"Nation." 


*. BY the U 


loha B. Woadwurd, tne. 


VARIA eek A RAS 


War. 


Heart of Pacific Nowiiwet 


New York, ( tubccguges e 
SUNDAY SPOKESMAN-REVIEW Comic Section 


CON eS ‘Smee 


the .. 


dance of electri- 

cal energy from this unparalle led installation.was one reason for the, 7 
_ great industrial expansion of the Spokane Market from 1942 to L945 5H 
“including the building of two great aluminum plants in iain 


XT 


county and the great atom bomb plant at Hanford. ‘Now, th 
time developments are being surpassed by the developments ar peace, 
‘the: coming of added industrial payrolls, the ‘creation. a “a new faym 
empire in the Columbia Ba sin. : 


§, Department of the Interior 


- Financiers, indtstrialists. Seas rtant EN “of fields, trans- 
“portation executives and marketing specialists, those who speak for _ | 
are in accord that Spokane and the Anke and 


Empire have entered anew era of progress” and prosperity. © 


123,000 
PEOPLE 


= 
GREENVILLE, S. C. 
Greenville is the trading cen- 
ter for a 10 mile area of 123,000 
people... heart of S. C.’s lead- 
ing county, 1945 Retail Sales 
$73,645,000° ... 
for 711,711 people living with- 


buying point 


in 50 miles. It’s a top-notch 
“A” schedule market. 


Greenville Acws 
GREENVILLE PIEDMONT 


Total Daily Circulation 
75,453 


103% Family Coverage 
in Greenville County 


62% Average Family Coverage 
in 8 Surrounding Counties 
with 1945 retail sales of 
$165,687,000 


*Sales Management Estimates—1945 


GREENVILLE 
sa 100,000 + 
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4 UGHT THE P i 
Be we Ho OSTWAR Grit was GO° 


“ 


Yes, we were surprised. We admit it. We believed we had 


something in the improved Postwar Grit which first 
appeared July 7th os . but ‘it took an amazing flood of 


complimentary letters from readers and advertisers to 


make us realize that the Improved Grit is good keyond 
our most optimistic expectations. Families like its 


easier readability » ++ each of the four sections can now 


be read separately. Men applaud its wider news 


--and sports coverage. Women appreciate its great 8-page 


women’s section with added feminine features. 
Youngsters delight in new comics, teen-agers in lively | 
movie and radio news and other features slanted to this 


group. Everyone likes the bigger, better, easy-to-read 


Story Section. And a gratifying flow of new orders from 


advertisers testifies that the Improved Grit is a 


better-than-ever selling tool . . . that it is 


- Yow Wore Than Ever 
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GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 
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Small Town America’s GREATEST FAMILY WEEKLY 
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lhe Creative ans Corner 


Not so long ago it would have been 
easy to generalize on railroad advertising 
and to call it pretty unexciting as a 
whole. 

Of course there were exceptions. Some 


mans, coast to coast. Now, the C. & O. is 
in there slugging for new sleeping cars. 

So far as we know, however, it has 
remained for the Southern Pacific Com- 
pany to take on the airlines, and they’ve 


A short course in Railroading 


...for Airline executives 


Aistine executives are mighty proud of their air- 
lines and we don’t blame them. The airlines have 
been progressive and they have their place in the 
transportation scheme of things, just as the rail- 
roads have theirs. 


But we wish they wouldn’t spend so much time 
talking about the railroads in their advertising. 
They seem to know so many things about railroad 
service that aren’t so! 

They may know the airline business very well 
but they’re a little hazy about the railroad 
business. 

We don’t like to mention a competing service 
in our advertising but now we're rather forced to 
talk about the airlines in order to inform the air- 
lines (and the public, too) about some of the facts 
of the railroad business. 

The airlines compare cheir fares with railroad 
fares and come to the conclusion that air travel is 
cheaper. But they always compare the one way 
fares. Since airlines make no reductions on round 
trips fer travel in this country, the airline people 
apparently think the railroads don’t, either. As a 
matter of fact, railroads make substantial reduc- 
tions for round trip tickets, We figure most people 
have to get home sometime. 


Here are some round trip fare examples: 


Amune RAILROAD 


FARE" Gooch ‘Towrist Ist Class 
San Francisco-Los Angeles $30.30 $11.90 $17.60 $21.90 
San Francisco-Portland 45.80 22.30 27.60 36.75 
San Francisco-Chicago 170.90 71.50 81.40 99.35 


The airlines, in comparing fares, always add in 
the cost of a Pullman lower berth. A comparison 


of a seat in a plane and a berth on the train is the 
same as comparing a chair with a bed. The air- 
lines aren’t operating sleeper planes so the services 
aren’t comparable on that point at all. 

The airlines don’t seem to know about our Day- 
lights, so they don’t mention the fact that you can 
go from San Francisco to Los Angeles and back 
on these luxurious streamliners, the fastest trains 
between the two cities, for $11.90 round trip or 
$3.25 less than the one way fare by plane. 


And while we’re talking about economy of rail 
travel we'd like to mention that we carry children 
free (accompanied by adults) when they're under 
5 years of age, and at half fare when they are 5 
to 11 inclusive. And child get seats for their 
individual use. The airlines charge full fare for 
children except for a babe in arms. 


In comparing their service with the railroads’, 
the airlines forget to add in the bus fares to and 
from the airports (and bus travel time as well). 
Also they overlook their limited baggage allow- 
ances, which increase air travel cost with a 
normal amount of luggage. These added costs, 
we think, overbalance the “free snacks” furnish- 
ed air travellers when aloft. 


We accept the fact that airplanes have one 
primary advantage—speed. But we think trains 
have a lot of advantages, too, including economy 
and plenty of room to move around. 


CLAUDE E. PETERSON 
Vice-President 
SysTEM PASSENGER TRAFFIC 


NOTE: Fares shown are subject to the 15% federal tax 
which applies to all forms of transportation. 


SP The friendly Southern Pacific 


of the very best advertising during the 
war came from the railroads. 

But for hard-hitting copy with a knock- 
out punch, one can’t go back very far 
beyond the Chesapeake & Ohio advertis- 
ing that went all-out for through-Pull- 


You Ought To Know 


You can add Jim Barnett to your gal- 
lery of admen-business men who don’t 
live up to the Hollywood conception of 
how an adman (or an ex-adman, if you 
will) ought to look and act. 

If you met Jim at a 
club or in the street, 
you might assume that 
this nice-looking man 
in his not-so-late thir- 
ties, with his extreme- 
ly quiet voice and 
manner and __ intelli- 
gent, direct eyes, was 
a successful doctor or 
perhaps a stock broker. 
When you learned that 
he is vice - president 
and general manager 
of the Pepsodent division of Lever Broth- 
ers Company, you’d probably assume that 
he came up the financial side of the busi- 
ness, perhaps with a background in book- 
keeping and auditing. 

You’d assume that here was a fine ex- 
ample of a “desk man,’ a man whose 
forte was keeping diverse threads of a 
big business together from behind a 
neatly arranged desk, while others did 
the more mundane jobs of calling on the 
trade, organizing sales drives, and pitch- 
ing up sparkling ideas for advertising. 
And of course you’d be wrong. Not that 
Jim Barnett isn’t plenty good at reading 
a financial statement and keeping the 
general management rolling along at a 
high level. But essentially he’s a sales- 
man and an adman. 

He’s been both salesman and advertis- 
ing man at least since he left his home 


James Barnett 


done it, as you will see in this copy, with 
a little more finesse, perhaps, but no less 
boldly than the C.& O. has gone after the 
sleeping car business. 

This we think is a very wholesome 
thing for advertising—and the railroads. 


« « James A. Barnett 


in Louisiana’s St. Mary’s parish to go to 
Taft School in Connecticut and thence to 
Princeton. Although much of the coun- 
tryside assumes differently, Jim says that 
“like a lot of other fellows at Princeton,” 
he worked his way through school, partly 
by serving as a campus reporter and 
partly by discovering that Princeton 
undergrads would, in the aggregate, buy 
a substantial number of copies of New 
York newspapers if they could get de- 
livery service. 

So Jim worked up a home delivery 
business for the New York Herald Trib- 
une which was so successful that, when 
he graduated in 1931, he sold the Tribune 
on the idea of extending the service to 
all Eastern college campuses, and 
promptly became manager of a new col- 
lege circulation department. 

He stayed with the paper for seven 
years, doing some city desk reporting 
under the famed Stanley Walker after 
finishing his circulation stint, and wind- 
ing up with two years of selling depart- 
ment store advertising. In September 
1938 he moved over to Benton & Bowles 
as junior and later account executive on 
various Colgate products, and in 1940 he 
transferred his operations to Sherman & 
Marquette in Chicago, still working on 
Colgate. It wasn’t long before he was 
an S&M vice-president and the organizer 
and director of a new New York office 
for the agency. 

He joined Pepsodent as vice-president 
in charge of sales and advertising in June 
of 1943, and when Walter McKee joined 
Pepsodent the following January, Jim 
took over advertising, merchandising and 


SS 
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new product development, while McKee 
took over as vice-president in charge of 
sales. Following the top-drawer Lever 
shuffle which moved both Chuck Luck- 
man and McKee to Cambridge, Jim Bar- 
nett became vice-president and general 
manager of Pepsodent in July of this 
year. 

Jim has an intriguing interest in what 
his new general management post will 
do to his viewpoint on advertising. He 
wonders how much his conception of ad- 
vertising, what it should do and how it 
should work, will change now that he 
must think in terms of the entire Pepso- 
dent operation, rather than primarily in 
terms of the company’s promotion. He 
says he’s too new on the job to have had 
much happen to him yet, but he’s already 
sure he has developed an_ increased 
awareness of the prime necessity for the 
tightest possible team play between ad- 
vertising and sales. “I always thought,” 
he says, “that I was tying in my adver- 
tising very tightly with sales, and I was. 
But I’m going to see that they’re inte- 
grated even more tightly now.” 

Team play, incidentally, is a fetish of 
Jim Barnett’s, and one reason why he is 
so thoroughly sold on the Pepsodent or- 
ganization. The fabulous Luckman has 
many facets of genius, he thinks, not the 
least of which is the magnificent spirit of 
team play which he instills in his co- 
workers. Jim still marvels at the way 
Luckman, Henry Woulfe, now president 
of Pepsodent, Walter McKee and he 
worked as a team, and he intends to do 
everything he can to keep the organiza- 
tion operating that way. 

On advertising, Jim Barnett has some 
very definite ideas, and a profound ad- 
miration for the works of George Wash- 
ington Hill, who he suspects has prob- 
ably done more things right in advertis- 
ing, and fewer things wrong, that almost 
anyone you can name. 

“The real trick in advertising,” Barnett 
says, “is to get an exclusive copy story, 
and then hammer it as hard as you can. 
You’ve got to have something to say that’s 
different; something, if possible, that no 
one else can say. With Pepsodent that 
something is ‘Irium’ and ‘twice as bright.’ 
With our tooth brush it’s ‘straight line 
design.’ 

“Then you’ve got to hammer your 
theme home, again and again. Once you 
know what you want to say, and how to 
say it, the only sensible thing to do is to 
keep saying it, over and over again, in 
exactly the same way. We change our 
commercials on the Bob Hope show, for 
example, about twice a year. And I 
would consider it a tremendous triumph 
if we could develop one single ad that 
had everything we wanted in it, and 
then run that same ad over and over 


again. After all, if you and I had to 
drive home by a different route every 
day, we’d be in a hell of a fix after nine 
or ten days. 

“Certainly we want high-rating shows, 
but our big pitch is to sponsor identifica- 
tion. And in printed copy again, we 
don’t care half as much about getting 
‘see-ers’ as we do about getting high 
body reading. We’re searching constantly 
for exclusivity, uniqueness and leader- 
ship. And when we find them, we stay 
with them.” 

Much of Jim Barnett’s advertising phil- 
osophy is embodied in the current “high 
style” magazine advertising for Pepsodent 
tooth paste. “I kept wondering,” he says, 
“if there was any reason why tooth paste’ 
had to be pushed so hard with a hygiene 
approach, and why it couldn’t be sold 
with more emphasis on its use as a cos- 
metic. After all, tooth paste is in a sense 
a cosmetic. Certainly it is needed for its 
hygienic qualities, but it also helps 
brighten teeth and make them more at- 
tractive. Why not, then, advertise its 
pleasant qualities, in ads that don’t look 
like medicine ads? We've got a ‘style’ 
package in the new Pepsodent package; 
for the tooth paste field it’s a ‘high style’ 
package. And in the advertising we’re 
also stressing the pleasant aspects of the 
cosmetic approach, without overlooking 
the hygiene angle. The 30 words of copy 
tell a story of pleasant taste, of cleaner, 
brighter teeth, and with a lilt that we 
hope will get them remembered.” 

He has some definite ideas about radio 
advertising, too, this man who spends a 
considerable portion of his time mer- 
chandising Bob Hope, one of radio’s fabu- 
lous characters. He doesn’t profess to be 
an expert on radio, but he has a deep 
conviction about radio commercials, He 
believes that, despite all the hubbub to 
the contrary, radio listeners appreciate 
the entertainment and the information 
that is brought to them, and do not ob- 
ject to radio commercials. 

“Listeners know why radio shows are 
sponsored,” he says, “and no matter what 
they may say when you ask them, they 
listen to commercials, and don’t object to 
them. You don’t have to sugarcoat your 
sales message. If you’ve got a good show, 
you can stop it dead and punch them 
right in the nose with your sales story, 
without anyone being annoyed. I don’t 
object to integrated commercials, but if 
they get too integrated and too innocu- 
ous, there’s always a chance that they 
may cease to be commercials.” 

A direct fellow, Jim Barnett. A studi- 
ous, think-it-through type, having a lot 
of fun being an adman, and looking for- 
ward with pleasure to broadening his 
business experience on the general man- 
agement front. 
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PROMOTION PAYS, SAYS HARVARD—The Harvard Business Review, of the Harvard Graduate 


School of Business Administration, has proof of its own that it pays to advertise. 


The current 


circulation of 13,000 is the highest in its 24 years, and represents a sixfold increase in three years. 
The chart shows that the curves of circulation income and promotion expenditures have followed each 
other closely throughout the Review's career. 
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46 
‘SEP’ Offers Service 


The Saturday Evening Post, 
Philadelphia, is offering a new 
educational service for college 
writing and advertising classes, 
featuring case history reports on 
the working methods of successful 
authors, advertisers and advertis- 
ing agencies. Each case history, 
which is offered free, is put up in 
portfolio form and contains fac- 
similes of the material developed 
in preparing some current editorial 
feature or ad in the ‘SEP’. 


Fer py os Campaign 


SOUTHWEST vtl gore 
¢ aut ‘ AGENCY 


@ Publicity 
@ Public Deletions 
@ Campaigns 


@ Surveys 
303 Southland Annex 
DALLAS 1 TEXAS 


‘Experts’ Named 
to Spur Radio 
Executives’ Club 


New YorK—Robert D. Swezey, 
new president of the Radio Execu- 
tives’ Club, wants to see the club 
“develop so that it will become a 
permanent factor in the industry 
and may support its own quarters 
and facilities, thus becoming a real 
influence in all matters pertaining 
to the industry and the improve- 
ment of its services.” Weekly 
luncheons, he says, aren’t enough. 

To seek ways of making the club 
more effective, Mr. Swezey, who is 
vice-president and general man- 
ager of the Mutual Broadcasting 
System, has named a special “ad- 
visory council’ which will serve 
as a board of experts to “offer 
fresh perspective” to the REC. 

Appointed to the council are 
the presidents of the four major 
networks—Niles Trammell, NBC; 
Frank Stanton, CBS; Edgar Ko- 


bak, Mutual, and Mark Woods, 


ABC; representatives of three 
New York stations—Herbert Pet- 
tey, WHN; Elliott Sanger, WQXR, 
and Nathan Straus, WMCA; three 
leading women’s representatives— 
Mrs. Eleanor Roosevelt, Mrs. Mary 
McClung, president of the Adver- 
tising Women of New York, arid 
Mrs. Dorothy Lewis, National As- 
sociation of Broadcasters; three 
agency executives—H. M. Dancer 
of Dancer -Fitzgerald - Sample; 
Louis N. Brockway, Young & 
Rubicam, and Leonard T. Bush, 
Compton Advertising; Charles 
Mortimer, vice-president of Gen- 
eral Foods, and Justin Miller, 
president of the NAB. 

The stepped-up REC program 
will be launched next month at a 
series of luncheons. 


Four Appoint Rowen 
Julius J. Rowen Company, New 
York, has been appointed to 
handle the advertising of Resi- 
dence Construction Company, 
Aetna Jewelry Company, Trans- 
Tropic Airlines and Jack Lobell 
Company. Business papers and 


consumer magazines will be used. 


to the stability of the 
Fort Wayne market 


... FRUEHAUF 


an industry contributing 


A: 


NW 


New Fruehauf stainless steel van now in producti 


REPRESENTATIVES: 


ALLEN-KLAPP CO. e 


in weight and stronger in body. Low cost qrenepereation. Right: 
Fruehauf Fort Wayne plant — employs over 1100 workers, 


@ Diversification of Fort Wayne industries is indicated by the 
FRUEHAUF TRAILERS — nationally sold, nationally advertised—are built in 
Fort Wayne. Contributing to lower cost transportation —lower cost deliveries 
of all consumer goods—new models are constantly being engineered, de- 
veloped, and built to better serve the nation’s needs. Use of stainless steel, 
hi-tensile steel, and other materials for low-cost hauling designed for lesser 


weight—all point to continued expansion of production in the future. 


The News-Sentinel is delivered by carrier to 97.8% 
of all homes in Fort Wayne six days a week. 


The News-Sentinel 


Wayne's “Good Evening” Ne 


_ FORT WAYNE, INDIANA _ 


NEW YORK—CHICAGO— DETROIT 


TRAILERS 


fact that 


43% Newark Sales 
Gain Highest for 
Department Stores 


WASHINGTON—Department store 
sales in Newark led other leading 
cities in the week ending Aug. 10, 
compared with sales the same 
week last year, the Federal Re- 
serve Board reports. Sales for all 
districts and cities were 29% above 
the week ending Aug. 11, 1945—or 
about the same increase shown in 
June and July (AA, Aug. 19). 

Newark’s gain over a year ago 
was 43%. New York showed the 
next highest gain with a 38% in- 
crease, and these gave the New 
York (second) reserve district a 
37% gain topping Chicago 
(seventh) district’s gain (32%). 

The report showed greatest be- 
low-average sales gains in the 
Kansas City (10th) district, where 
Tulsa’s year-to-year gain was 
only 9%, and Wichita and Okla- 
homa City gained only 11%. 

The reserve board reported the 
following percentage changes in 
department store sales from cor- 
responding figures last year: 

Week Ending 


Federal Reserve July Aug. Aug. 
district and city 27 3 10 


UNITED STATBS..+33 +30 +29 
Boston District . +28 +22 +419 
New Haven ..... +24 +34 +19 
Pere +31 +23 +419 
Springfield ...... +18 +24 +324 
Providence ...... +32 +25 +24 
New York District.+36 +33 +837 
WOWETE «fc ccnics +35 +28 +43 
po” er +31 +34 +28 
Mew TOre......:. +36 +32 +38 
Rochester ....... +36 +36 +28 
eg ee +43 +49 +34 
Phila. District ..... +24 +22 +20 
Philadelphia ..... +19 +16 +414 
Cleveland District..+36 +33 +29 
freer res +24 +30 +23 
CIRGINROT «..0.. +41 +29 +2365 
Cleveland ....... +32 +28 +27 
COMMMDGS ..6iccc ** 6+29 «+29 
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Aer 2 +385 +28 +17 
Pittsburgh ...... +42 +42 +837 
Richmond District. Tee +23 +18 
Washington ..... +13 +19 +16 
Baltimore ....... +28 +26 +20 
Atlanta District ...+30 +34 +25 
Birmingham -+38 +42 +33 
J | Aes er +47 +45 +32 
Ce a eee +26 +32 +25 
New Orleans ....+35 +15 +26 
Nashville ....... +51 +53 +29 
Chicago District ...+42 +33 +32 
oo ee +42 +38 +34 
Indianapolis -+42 +25 +19 
Te ee ae ee +88 +25 +33 
Milwaukee ...... +41 +32 +28 
St. Louis District...+35 +37 +30 
Little Rock ..... +19 +17 +13 
Leuisville ......% +33 +49 +24 
eee +39 +30 +32 
po eee +80 +70 +35 
Minneapolis District 
Minneapolis ..... 
ae eee (Not available) 


Duluth-Superior . 


Kansas City Dist...+31 +29 +20 
| Ree +44 +43 +30 
t.. Seee + 7 +20 +11 
Kansas City ..... +84 +27 +421 
ae re +17 —1 +? 
Oklahoma City ..+24 +26 +11 
er ee +25 +27 +9 

Dallas District +29 +24 +31 
Co ree eres +25 +30 +32 
Fort Worth ..... +24 +14 +28 
SROUGtOM. 62660605 +44 +20 +32 
San Antonio ..... +88 +27 +35 

San Francisco Dist.+30 +28 +31 
Los Angeles Area+29 +35 +36 
OBMBIGRE ccisnsvcs +24 +19 +30 
San Francisco ...+18 +16 +20 
POCtiane ...6sis +386 +30 +35 
Salt Lake City...+52 +42 +28 
WED: ksi cascwe +22 +15 +20 
**Data not available. 

Becomes Ellington & Co. 


Directors of Ivev & Ellington, 
Inc., New York, following the pur- 
chase of Neal D. ivey’s interest 
in the agency (AA, June 17), have 
changed the corporation’s name 
to Ellington & Co., Inc. The agency 
was originally established in 1938. 
Mr. Ivey set up his own agency, 
Neal D. Ivey, Inc., Philadelphia, 
in 1945 while remaining a director 
of Ivey & Ellington. 


L. A. Agency Moves 


Western Advertising Agency, 
Los Angeles, has moved its offices 
from 718 S. Flower St. to 668 S. 
Coronado St. 


cried we—“not ever!’ —we didn’t raise 


our voice. The loud and violent splash- 


ing—was Willie in his bath. Our men 


were solid bottom—on that we stood 


and do. Jump in and stand beside us 


—they’ll amply care for you. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway 


Silver Spring, Maryland 
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Tucker Solicits 
Dealers in Ads 
for Torpedo Car 


NEw YorK—Tucker Corporation, 
newest entry in the automobile 
manufacturing field, fired its open- 
ing gun in newspapers of 26 cities 
last week when it asked for pro- 
posals for dealerships for its 
Tucker Torpedo automobile (AA, 
July 15). ; 

A one-time shot, the copy 
brought “phenomenal returns,” 
Tucker’s agency, Henry A. Loudon 
Advertising said this week. Orig- 
inally the copy had been scheduled 
to run again, but the account ex- 
ecutive, E. D. Hill, told AA that 
the initial response had been so 
heavy that investigation and*con- 
tact of original applicants would 
probably delay any subsequent in- 
sertions. 

Product advertising is still dis- 
tant, because it will be some time 
before the company hits a full 
production schedule, although 


“The Golden Beit 
of the South” is— 
TOBACCOLAND U.S.A. 


Last year tobacco growers in 
the 33 county Eastern Carolina 
“Golden Belt of the South” 
collected $242 Million Dollars 
—70% of the N. C. Total. 
Record-breaking sales in the 
137 “Golden Belt” tobacco 
warehouses indicate an even 
bigger CASH CROP than last 


year's. 


Every year the Raleigh News 
and Observer carries more To- 
bacco Warehouse advertising 
(directed to growers) than any 
other North Carolina paper. 
What a tie-up! ABC Circulation 
over 90,000—the ONLY 
Morning and Sunday Daily 
published in “The Golden Belt 
of the South.” 


“MORNING end SUNDAY 
Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 
| 


some preliminary copy is likely as 
well as more solicitation for deal- 
ership proposals if the company 
decides to expand. 


Hunt's Foods Renews 


Hunt’s Foods, Inc., Los Angeles, 
has renewed the contract of 
“What’s Doin’, Ladies,” an audi- 
ence participation show, for 52 
weeks beginning Monday, Sept. 9. 
The show is heard Mondays 
through Fridays from 2 to 2:25 
p.m., PST, over 21 ABC Pacific 


Coast and Mountain stations. 
Young & Rubicam, Hollywood, is 
the agency. 


Hearst Promotes Three 


Bernard J. Horner, recently re- 
leased from the Army and prior 
to that advertising manager of 
W. R. Hearst’s San Antonio Light, 
has rejoined the paper as pub- 
lisher, succeeding the late William 
McKay McIntosh. Lawrence J. 
Flume, acting advertising manager 
in Mr. Horner’s absence, has been 
appointed advertising manager. 


Roy Jacobs, a member of the na- 
tional advertising staff, has been 
named national advertising man- 
ager. 


Sears Promotes Two 


William D. Nugent Jr., promo- 
tional and advertising manager of 
Sears, Roebuck & Co. stores in 
Chicago and suburbs, has been 
promoted to group manager of the 
company’s stores in Boston. David 
F. Leahy, merchandising manager 
of the Chicago group stores, suc- 
ceeds Mr. Nugent. 


47 
General Exhibits Moves 


General Exhibits, Philadelphia, 
has moved to new quarters at 1600 
S. Bambrey St. 


SIGHS OF LONG LIFE° 
FOR QUANTITY BUYERS 


THE ARTKRAFT*SIGN CO. 
Division of 


7 Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trademarks U.S. 


a 
i], 
Y 


Exclusive -for-New England Coverage of Automotive Golden Jubilee 


Four members of Yankee's Special Features Department, under 
the direction of Linus Travers, Executive Vice-President of The Yankee 
Network, recently returned from the Automotive Golden Jubilee 
celebration in Detroit. They brought with them, via Wire Recorder, 
behind-the-scenes interviews with top-ranking executives of the auto- 
motive industry; PLUS an important message from Governor Kelly 
of Michigan especially directed to New England dealers, future 
customers and to the six New England governors. 

"Yankee goes to Detroit'’, another example of on-the-spot report- 
ing of headline events, was broadcast June 8, 10 to 11 PM from 
WNAC, Boston, over Yankee stations in New England; and presented 
before the Massachusetts State Automobile Dealers Association 


6th Annual Convention, Boston, June 18. 
ILLUSTRATIONS: 1. Mary Grace Simescu, Queen of the Golden Jubilee with George W. Mason, President 
of the Automobile Manufacturers Association and President of Nash-Kelvinator. Wire-recorded interviews 
include: 2. Chrysler Corporation; 3. Henry Ford ||; 4. General Motors; 5. De Soto Division of Chrysler; 
6. Nash Motors; 7. Chevrolet Division, General Motors; 8. Packard Motor Car Company. 


THE YANKEE NETWORK Inc. 


Member of the Mutual Broadcasting System 
21 Brookline Avenue, Boston 15, Mass. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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48 
Adds Export Division 


Conners & Co., Los Angeles 
agency, has formed a foreign trade 
division to aid clients in establish- 
ing export markets and carrying 
out supporting advertising and 
merchandising campaigns in for- 
eign markets. Armand R. Cheva- 
lier, formerly with the overseas 
sales promotion and advertising 
department of Sears International, 
export affiliate of Sears, Roebuck 
& Co., has been appointed head of 
the new division. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 
. . . or something to wear, or just 
about anything. Here’s a market 
that really r nds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these gular can win the response 
a 


and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Best Foods Plans 
for Five Products 
Revealed at Parley 


New YorK—Best Foods, Inc., 
announced promotional plans for 
five products at a semi-annual 
sales meeting in New York this 
week. Details of the campaigns 
for Nucoa margarine, H-O Oats, 
Presto cake flour, Farina and 
Shinola were outlined in a slide 
presentation by Albert Brown, di- 
rector of advertising and mer- 
chandising. 

Campaigns for all products will 
start in September. Nucoa mar- 
garine copy will appear in four 
women’s magazines, several teen- 
age publications, Sunday supple- 
ments of 24 newspapers, 17 pro- 
fessional magazines and a num- 
ber of business papers. Nucoa will 
have considerable outdoor promo- 
tion, 

H-O Oats copy will appear in 
420-line and 200-line space in 45 


newspapers, bolstered by car cards 


}and local radio. 


Presto cake flour will be pro- 
moted in 33 newspapers in the 
East and Midwest, plus car cards 
and local radio. 

Cream Farina cereal copy will 
appear in New York dailies, using 
a “Quick to click with all the fam- 
ily” theme, supplemented by car 
cards and spot radio. 

Shinola shoe polish will be pro- 
moted in 31 national magazines, 
with copy centering on the theme, 
“Your shoes are showing.” 

Benton & Bowles has the ac- 
count. 


Prints Newsletter 


Station KEX, Portland, Ore., 
has launched a bi-weekly news- 
letter carrying items of interest to 
the drug trade and news of ABC 
programs advertising drug items. 
The newsletter goes to 200 drug 
store owners in Portland. 


a 
Delegates Get ‘Post 
The Washington Post is being 
flown daily to Paris via TWA Air- 
lines for American delegates at the 
Peace Conference. 


In every case, sponsors of CBS daytime programs on WMBD get a 
higher Peoria Hooperating than the National average. Many Peoria 
daytime ratings are as high or higher than National Hooperatings for 
popular nighttime shows. Here are Peoria's favorite 15... with ratings 
for the period December, 1945 through April, 1946: 


_— Program besacone Stil BONUS 
1. Life Can Be Beautiful (WMBD-CBS) . __. 22.2 6.4 15.8 
2. Our Gal, Sunday (WMBD-CBS)........ 20.4 7.1 13.3 
3. Kate Smith Speaks (WMBD-CBS)....... 20.0 6.8 13.2 
4. Romance of Helen Trent (WMBD-CBS).. 18.9 7.1 11.8 
5. Young Dr. Malone (WMBD-CBS)....... 16.7 6.4 10.3 
6. Big Sister (WMBD-CBS)............... 15.7 7.1 8.6 
7. Aunt Jenny (WMBD-CBS)............. 15.2 5.6 9.6 
8. G.E. House Party (WMBD-CBS)........ 13.4 4.2 9.2 
9. Light of the World (WMBD-CBS)....... 13.1 3.5 9.6 
10. Valiant Lady (WMBD-CBS)............ 12.2 2.9 %.3 
11. Rosemary (WMBD-CBS) .............._ 11.4 3.5 7.9 
12. Tena and Tim (WMBD-CBS)............_ 10.8 3.5 7.3 
13. Road of Life (WMBD-CBS)........... 10.6 4.9 5.7 
14. Ma Perkins (WMBD-CBS) ............. 99 7.9 2.0 
15. Second Mrs. Barton (WMBD-CBS)...... 9.5 3.5 6.0 


No program on any competing station placed higher than seventeenth . . . dy- 


namic proof that CBS is Peoriarea's favorite network and that WMBD has more 


listeners in this prosperous sixteen-county area than all other stations combined. 


5000 WATTS 
Edgar L. Bill 


President 


FREE & PETERS, Inc. 


. . National Representatives 


> or 


“CBS AFFILIATE 
Charles C. Caley 


Executive Vice President 
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'N. Y. Times’ Notes 


50th Anniversary 
of ‘Ochs Regime’ 


Johnson Book Reports 
‘Selection’ of News, 
Readers, Advertising 


New YorK—On Sunday, Aug. 
18 the lead editorial of the New 
York Times pointed out that “50 
years ago today Adolph S. Ochs 
became the publisher” of that 
newspaper, and reproduced Mr. 
Ochs’s salutory message to readers 
on Aug. 19, 1896. 

The Sunday magazine carried 
a spread of important Times head- 
lines from 1896 to the Japanese 
surrender in August, 1945. The 
book review section presented an 
analysis of “the achievement of 
Adolph S. Ochs” by Kent Cooper, 
executive director of the Asso- 
ciated Press. 

Mr. Cooper did somewhat more 
than review “An Honorable Titan,” 
a biographical study of Mr. Ochs 
by Gerald W. Johnson, editorial 
writer of the Baltimore Sun, and 
biographer of Andrew Jackson, 
Franklin Roosevelt and Woodrow 
Wilson, which has just been pub- 
lished by Harper & Bros. 


Knew Ochs Well 


For he knew Mr. Ochs, long an 
AP director, whereas Mr. Johnson 
did not, and among other things, 
he could emphasize better his sub- 
ject’s relations with other news- 
paper publishers. But Mr. Cooper 
also came under the “spell” of 
the man. He admits that, were he 
the biographer, “I could not be 
dispassionate in what I say.” 
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Between 1896 and his death in 
1935, Adolph Ochs built the Times 
—with considerable help from 
such men as Charles R. Miller, 
Carr V. Van Anda, Louis Wiley, 
Rollo Ogden, John H. Finley and 
Edwin L. James—from a nearly- 
dead little sheet of 9,000 paid cir- 
culation and proportionately less 
advertising to one of the five big- 
gest newspaper advertising media 
in the country. Editorially, to- 
day, the Times is far more in- 
fluential than its 600,000 weekday 
and 1,000,000 Sunday circulation, 
and its 20,000,000 lines of adver- 
tising annually, would indicate. 

No “thunderer” like the Times 
of London, no crusader like the 
old World, no sensationalist like 
the Journal, the Mirror or the 
News, no moralist like the old 
Evening Post under Godkin, and 
certainly no bright intellectual 
like the old Morning Sun under 
Dana, the Times for 50 years has 
pursued its apparently placid way 
by the careful selection and com- 
plete and usually impartial selec- 
tion of current facts. 


Holds Its Readers 


Many a reader has found it dull. 
Many a journalist, on and off the 
paper, has referred to it some- 
what hopelessly as “Grandma 
Times.” But nearly all of them 
have kept on reading it, and a 
lot of others have joined, because 
they learned that they could be- 
lieve what the Times said. 

Printer’s devil, apprentice and 
journeyman, advertising and cir- 
culation salesman, reporter, and 
at 20 publisher of the Chattanooga 
Times, which the Ochs family still 
owns, Adolph Simon Ochs in his 
77 years, despite a mild manner 
and even a sort of shyness, in- 
stilled considerable respect for 
himself in his associates and com- 
petitors, and indirectly in his 
readers. 

Forty-nine years ago he coined 


387 Brands 
and how they stand! 


ee 


sure reason why you will want 


A Or 


The EAGLE-TRIBUNE presents: 


The 8th Annual Survey of Retail Distribution of 
Grocery Store Products in the Lawrence Market 


(Prepared by New England Newspapers Advertising Bureau) 


Product distribution is closely linked to advertising results. One 
this data showing the distribu- 
tion of 387 leading grocery products in chain and independent 
stores of Lawrence. If your product is in the grocery field, 
you'll be interested. 


For Lawrence Survey write to: 
Eagle-Tribune, Lawrence, Mass. 


(The only newspaper devoted exclusively 
to the Lawrence market) 


\2 resentatives. 


Serving hundreds of national advertisers. 


te EAGLE- TRIBUNE 


_ LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


to Ward-Griffith Co., National Rep- 
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for the New York Times the slo- 
gan, “All the News That’s Fit 
to Print,” because he believed it 
to be a sound social as well as a 
sound business policy. As the 
Times “selected” its news, it also 
selected its readers and adver- 
tisers. 

Some contemporaries referred to 
Ochs as a “merchant of news’’— 
as he and his business associates 
were also of advertising—but at 
least they did not deal in shoddy 
wares. 

“Advertising,” he once said, “is 


Latest Macfadden 
Venture, ‘Sport,’ 
to Bow Aug. 28 


NEw YorkK—Sport, Macfadden 
Publications’ new spectators’ mag- 
azine, will make its appearance 
on newsstands Aug. 28. The initia) 
print order for the publication is 
350,000, and its rate card guar- 
antee is 200,000. 

The print order was largely dic- 


tated by shortage of paper. To 
back Sport’s initial issue, Mac- 
fadden used newspapers in 35 
cities, plus posters, displays and 
copy in advertising business 
papers. Later the company ex- 
pects to use other magazines. 

The advertisements, placed 
through Walter M. Swertfager 
Company, centered on articles to 
appear in the first issue. Advance 
copies of the issue showed em- 
phasis on articles signed by sports- 
writers and sports figures, with 


attention to the private life of 
prominent athletes. The first issue 
carried the messages of 38 ad- 
vertisers. The page rate is $500. 


Appoints Doherty 


Richard P. Doherty, 
director of the Industrial Rela- 
tions Council of Metropolitan Bos- 
ton, has been appointed director of 
the National Association of Broad- 
casters’ employe-employer rela- 
tions department, Washington, 
starting early in September. 


executive | 
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‘Maclean's’ Ups Ad Rate 

Effective April 1, 1947, Mac- 
lean’s Magazine, Toronto, will in- 
crease its basic page rate from 
$1,550 to $1,700. 


CAR CARD ADVERTISERS! 
SEND FOR b, “~e 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 


of the very essence of the news. 
If an advertisement does not give 
useful and valuable information, 
the advertiser is wasting his) 
money.” | 

One of the first things he did | 
on assuming control—at a time 
when the Times was losing $2,000 | 
a week—was to rip out “reading | 
notices,” which, as Mr. Johnson 
explained, were “designed to | 
curry favor with some business, | 
or political, or other interest. . .”| 

Also, “for him it was not) 
enough to reject advertising that | 
was obviously dirty or blatantly 
fraudulent; if the copy presented | 
afforded any reasonable ground 
for suspicion, he ordered it held 
up until it could be investigated, | 
and if an advertiser objected, then | 
it went out.” 


Refuses City Copy 


At times Ochs went even fur- | 
ther. Mr. Johnson cited the case 
of “certain city advertising of-| 
fered ...in the autumn of 1896... 
The same advertising—it related | 
to contracts which could not law- 
fully be awarded without public 
advertising—was offered to six 
newspapers and had been so of- 
fered for years. The total sum. 
involved was about $200,000 and) 
the Time’s share would have been 
about $30,000. . . But investiga-_ 
tion showed that the law required 
advertising in one paper only, no. 
in six; therefore the Times rejected 
its part of the money and de- 
nounced the city administration 
for waste.” 

When Tammany Hall offered 
the Times a monopoly on all New 
York City advertising, Ochs re- 
fused it. Although there were no 
visible strings attached, the Times’ | 
independence might have been) 
jeopardized, | 

Ochs did not live to see World| 
War II, in which the Times, in) 
order to provide adequate news. 
coverage despite paper shortage, | 
turned down enough advertising | 
to support several good - size | 
dailies. But doubtless he would | 
have approved it. Advertising can | 
be news, and. sometimes rather | 
important news. And yet great! 
newspapers, such as the Times, 
have become so because they were | 
careful never to permit adver-| 
tisers to run their show. | 


GM Appoints Two | 

J. E. Berno, recently released | 
from the Navy, has been appointed 
sales promotion manager of the | 
home appliance department of | 


General Mills, with headquarters | 
in Minneapolis. He succeeds W. A. | 
MacDonough, who has been pro-| 
moted to assistant sales manager 
of home appliances. | 


RACINE <2. 


The JOURNAL-TIMES 


‘RACINE, WISCONSIN 
THE ALLEN KLAPP CO . REPRESENTATIVES 
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The NATIONAL GEOGRAPHIC MAGAZINE 


NET PAID CIRCULATION EXCEEDS 1,400,000 
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WASHINGTON, D. C. 
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‘Lum ‘n’ Abner’ Renewed 


Miles Laboratories, Elkhart, 
Ind., through Wade Advertising 
Agency, Chicago has renewed its 
sponsorship of “Lum ’n’ Abner” 
for 52 weeks over 135 ABC sta- 
tions, effective Sept. 25. The pro- 
sram, for Alka-Seltzer and Ner- 
vine, is heard at 7-7:15 p.m., CDT, 
Mondays through Thursdays, with 
a 10-10:15 repeat to mountain 
and Pacific states. Miles has spon- 
sored the show for about eight 
years (AA, ae 39). 19). 


Reweinte Gensel Kinzel 


Robert Kinzel has been ap- | 


pointed assistant to United States 
sales manager of Pan American 
World Airways, New York, to be 
in charge of Clipper Express sales. 


TESTED BUSINESS IDEA 
Protect 
ate ce bo 


entations. Fit standard 3-ring 
binders. FREE SAMPLE. “= 
r 0 American 
Products, 190 Berry St., Brooklya 
i, N. ¥. Att: Dept. AA. 


War Boom Areas 
Still Humming, 
Economists Insist 


Postwar Gains Are 
Shown Everywhere 
Except Far West 


WASHINGTON—Latest Depart- 
ment of Commerce data on in- 
come payments to individuals lead 
government economists to con- 
clude that many war boom areas 
have had little difficulty maintain- 
ing their wartime gains. 

While figures for specific com- 
munities are lacking, statewise and 
regional analysis of income pay- 
ments to individuals shows con- 
tinued gains during the first six 
months after V-J Day in all re- 
gions except the Far West. 


Even in that area, where pay- 
ments were nearly triple 1940, the 
decline was so slight that authori- 
ties believe it will soon be safe 
to estimate the permanent changes 
that wartime industrial decentrali- 
zation and population shifts have 
made in national marketing pat- 
terns. 

There have been no detailed 
studies made of wartime popula- 
tion shift, but the income payment 
figures show that the Southwest, 
Southeast and Northwest have 
made striking gains which narrow 
the wide prewar difference in 
spending power among the states 
and regions. 


Average Income Up 


For the nation as a whole, av- 
erage per capita income increased 
from $575 in 1940 to an all-time 
high of $1,150 in 1945. Despite the 
curtailment of war _ production 
after V-J Day, per capita income 
for 1945 was 2% above 1944. 

Income payments to individuals 
were running at a rate of $151 
billion in the fourth quarter of 


Agency: Newell-Emmett 


INTERMISSION 


Pepsi-Cola and its franchised 
Dossin Food 
Products, have a well filled adver- 
tising program in the Booth Mich- 
igan market. All eight Booth papers 
are on the Pepsi-Cola list! 


Thus, another leading advertiser 


Michigan bottler, 


Whatever you have to sell, Booth 
Michigan Newspapers will serve 
you well. 


For specifie information on 
Booth Michigan Markets, call: 


Dan A. Carroll. 110 East 42nd Street, 


New York City, 17 


with an “inside story” to tell this big, 


other-half-of-Michigan market,* 
tells it with maximum effectiveness 
and profit through Booth Michigan 


Newspapers. 


John E. Lutz, 435 N. Michigan Avenue, 
Chicago, ll 


*Michigan’s other half, or that portion 
of the state outside the Detroit trading 
area, has a population of 2,602,055. It is 
this large, high-earnings market that 
Booth Newspapers cover. Total daily cir- 


culation—over 360,000 copies. 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


1945, compared with $155 billion 
during the first quarter, when war 
production was well under way. 

Yet even this slump was only 
temporary, Commerce has found, 
for estimates released by the Office 
of Reconversion last week indicate 
that payments during the first six 
months of 1946 were at a rate ex- 
ceeding the $163 billion wartime 
peak, and that there was an all- 
time high of 58,100,000 civilian 
jubs. 

Total payments to individuals 
leaped from $75,852,000,000 in 
1940 to $152,704,000,000 in 1945. 
The Northeast went from $6 to 
$10.5 billion; Middle East from 
$24.3 billion to $43 billion; South- 
east from $9 to $21.5 billion; 
Southwest from $4 to $9 billion; 
Central states from $21.6 to $41.9 
billion; Northwest from $3.3 to 
$7.6 billion, and Far West from 
$7.4 to $17.2 billion. 


Slight Drop in West 

During the last quarter of 1945, 
the most intensive reconversion 
period, the Far West was off 5% 
from the total income payment 
figure for the comparable period 
of ’44. Other regions all showed 
gains—the Northeast 1%, Middle 
East 4%, Southeast 6%, South- 
west 2%, Central 1% and North- 
west 5%. 

Despite the significant gains of 
some of the backward areas, New 
York state with $1,595 continued 
to have the largest per capita in- 
come in 1945, and Mississippi, 
with $556, once again was the 
smallest. 

In addition to New York, other 
states at the top of the per capita 
income list in 1945 were Cali- 
fornia, $1,480; Connecticut, $1,449; 
Washington, $1,407; Delaware, 
$1,381; New Jersey, $1,373; Dis- 
trict of Columbia, $1,361; Illinois, 
$1,360 and Massachusetts, $1,321. 

Rhode Island, Ohio, Michigan, 
Maryland, Nevada and Oregon fell 
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in the $1,200 to $1,300 bracket; 
Pennsylvania, Indiana, Wisconsin, 
Iowa, Kansas, Nebraska, North 
Dakota, Montana and Colorado 
$1,100 to $1,200; and Maine, Ver- 
mont, Minnesota, Missouri, South 
Dakota, Wyoming, Utah and 
Idaho, $1,000 to $1,100. 


Some Below $1,000 
Per capita income in 1945 was 


‘below $1,000 in all of the southern 


states, in the southwestern states 
of Texas, Oklahoma, New Mexico 
and Arizona, and in West Virginia 
and New Hampshire. 

Florida, New Hampshire, Texas, 
Arizona and Virginia were in the 
$900 to $1,000 bracket; West Vir- 
ginia, Oklahoma, New Mexico and 
Tennessee in the $800 to $900 
bracket; North Carolina, Alabama, 
Georgia, Louisiana and Kentucky 
in the $700 to $800 bracket; South 
Carolina and Arkansas in the $600 
to $700 bracket, and Mississippi 
by itself in the $500 to $600 group. 

Between 1944 and 1945 the 
change in per capita income gen- 
erally ranged from gains of 5% 
to declines of 3% with the great- 
est increases in South Dakota 
(16%); Iowa and Minnesota 
(10%); Colorado and New Hamp- 
shire (9%); and District of Colum- 
bia, West Virginia and Tennessee 
(7%). Michigan was off 6% and 
Washington 5%. 


Pay Goodkind Tribute 

Members of the Chicago Radio 
Management Club and _ other 
friends of M. Lewis Goodkind, 
partner of Goodkind, Joice & Mor- 
gan, Chicago, who died recently, 
have contributed more than $500 
to the Off-the-Street Club for 
underprivileged Chicago boys, as 
a memorial to Mr. Goodkind. 


Sentinel Radio Moves 


Sentinel Radio Corporation has 
moved into its new plant on W. 
Dempster St., Evanston, Ill. 


ANNOUNCING 


DETECTIVE MAGAZINE 


Twenty-three years ago, Bernarr Macfadden created a twin magazine for 


his brilliantly successful True Story. 


He called the new magazine True Detective and its formula of actual 
crime cases illustrated with on-the-spot photography made publishing 
history for the next two decades. Dozens of emulators swelled the new 
audience to unexpected millions and established Bernarr Macfadden as 


the “great originator” of wage-earner publications. 


Now the master story teller of the “true” type magazine is re-entering 
the general field after five years of semi-retirement. His new detective 
magazine will have all the drama-packed appeal of the original version 
—plus a 1946 streamlining that will make it the outstanding publication of 


its kind in the world. 


Bernarr Macfadden’s Detective Magazine will be supported by a pow- 


erful nation-wide promotional campaign. 


The print order will be 300,000—the guaranteed circulation 200,000. 
For further information, consult your Advertising Agency or phone, 


write or wire collect... 


BERNARR MACFADDEN’ 'S DETECTIVE MAGAZINE 
il te — —_ oe New York 17, N. 


Fra Tr ww e—-ecae f= 


Qaerwenss OO 


— m= mM he A A CULT 


fan fe of 4c tet lCUce’lCUOLUSlCUL CO 


. | | 
¢ | 
| ee | | 
: re 
_ a 
7 
' Se [___ | 
canes eel anmaanniaeaE Ee ag aun 
, aM gar Markets ate 
Bw ran ———— 
| Aigla WOE 
1 the Pepst-UOla tee | 
; ia A | de [eee : 
? or an fe —_ : 
Cian | we OT een ee 
| \ a Ly Qe 4a t 
i . A Oe ny , 3 s 
(SEY GF Six é ww 4? | I Se 
: an Ya ns ee ——— oe a —_— = . 
_ Se | 
Pe 
ms «46 : 
| a 
| PF TTT ee ' 
= ) | 


OW. 


«...Because fine fur felt hats are sade froe rabbit fur. 
Wheo rolled and shrunk t efu 

aided by ingenious sachines, this rabbit fur becoges 
PELT --- the best aaterial ever invented for hats. 


But the skill of the hateaker is vital for het sanu- 
facturing is still ® Beodicraft where experience and 
training count. 

‘There's one way t 


band for the Union Label, 
seen are whion workers --- the finest hats 
jon Label. 


UNION LABEL —This ad, one in a 
campaign drafted to popularize the 
union label by the United Hat, Cap 
and Millinery Workers International 
Union, New York, submitted to a na- 
tional list of union leaders for their 
vote, received 60% of the ballots. 


Union Label Drive 
Surveys Leaders’ 
Opinions of Ads 


New York—The United Hatters, 
Cap and Millinery Workers union, 
preparing for an intensive pro- 
motional drive to popularize the 
union label in hats, surveyed the 
reactions of a national sample of 
labor leaders to a_ preliminary 
draft of its promotional plans. 

The proposed drive was divided 
into two phases—an appeal to 
union members and en appeal to 
the general public. The first phase 
includes a slide film, an adver- 
tising and publicity program in 
the labor press, radio programs 
with the middle commercial de- 
voted to the union label in hats 
and the opening and closing com- 
mercials left open for local unions, 
and miscellaneous promotions, in- 
cluding give-aways. 

Although the full extent of the 
consumer drive has not been de- 
termined, plans submitted in the 
survey included main emphasis on 
point-of-purchase displays with 
secondary emphasis on movies, ad- 
vertising in business papers and 
publicity. 


Features ‘Mark of Merit’ 


Principal theme in the cam- 
paign is emphasis on “The Mark 
of Merit” denoting the union label 
as a symbol of craftsmanship. 

The mail survey received an 
18% response. Asked to write in 
suggestions, 27% urged literature 
and posters; 26% speakers and 
other educational approaches; 16% 
point of purchase; 9% “gimmicks” 
such as book matches, calendars, 
stickers, etc.; and only 5% such 
media as advertising, radio, 
movies, etc. 

In choice of radio programs, the 
unionists voted 42% for drama and 
41% for straight entertainment, 
while only 5% approved speeches 
by union leaders. Similarly, when 
presented with a choice of three 
ads, one emphasizing industrial 
techniques, one with a “catchy” 
head and “cute” illustration, and 
one with a historical approach, the 


BEST READ IN THE 
UPPER MISSISSIPPI VALLEY 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


overwhelming vote went to the 
“catchy” ad, The historical ap- 
proach received only a 5% nod, 
the industrial technique copy 35%, 
and the “catchy” copy 60%. 

To the question “Would other 
unions be interested in a tie-in 
with this campaign?” 85% of 
unionists replying answered “yes.” 


Gets Akavit Account 


Fuller & Smith & Ross, New 
York, has been appointed to 
handle the advertising of Aalborg 
Akavit, liquor product of Dan- 
isco, Inc., Copenhagen, Denmark. 
National magazines and the Scan- 
i American press will be 
used. 


Test Fresh Frozen 
Dole Pineapple 


Hono_uLu—Hawaiian Pineapple 
Company, which starts postwar 
“selling” copy next month for this 
year’s crop of Dole pineapple (AA, 
Aug. 19), will begin limited dis- 
tribution of fresh frozen pine- 
apple this fall in Newark and 
Reno. 

These two market areas will 
soon begin to receive regular ship- 
ments of one-pound boxes of field- 
ripened pineapple, boxed and 
frozen less than 24 hours after 
picking. 

One section of the company’s 


cannery here is equipped with a 
pilot line of specially adapted ma- 
chinery, and as other lines are 
added and full operation reached, 
the firm estimates that one truck- 
load of 960 one-pound packages 
will leave the end of the line 
every 20 minutes. 


Joins ‘Reader's Digest’ 


Robert T. Lund, formerly ex- 
port advertising manager of 
Parker Pen Company and prior 
to that account executive in the 
international division of the J. 
Walter Thompson Company, New 
York, has joined the sales staff of 
Reader’s Digest international edi- 
tions, New York. 


$1 


Kane Appoints Two 


John Klinker, formerly sales 
production coordinator of Muirson 
Label Company, Peoria, Il., has 
been appointed service director of 
Kane Advertising, Bloomington, 
Ill. James MeNoldy, previously 
continuity director of a midwest 
station, has been named director 
of radio and publicity. 


PHOTOGRAPHS THAT SELL 


Any size or quantity. Write for estimate 


Norman R. Fetrow 


1232 Edison St. York, Pa. 


THE MEN who run 


this new agency have 
planned and produced, in 


recent years, advertising for 


49 of the 97* advertisers 


who spent a million dollars 


or more each in 1945. 


270 PARK AVENUE, SUITE 11-C, NEW YORK 17, N. Y. 


* As listed in Printers’ Ink 
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POSTER 
BULLETIN PLANT 


FOR SALE 


Over 700 panels. Long estab- 
lished business on eastern coast. 
Enjoying excellent credit and good 
business. Here is a real oppor- 
tunity. Owner tired after 25 years 
of work. Desires rest—but willing 
to serve in advisory capacity if 
required. Terms to responsible 
party. 

BOX 6547, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


TOP MARKET 
ANALYST WANTED 


Leading manufacturer supplying food 
industries wants college trained sales 
and market research manager. Must 
know setting of sales and territorial 
potentials on broad product lines. 
Also survey techniques, sources, etc. 
Salary is open. Give outline of train- 
ing and details of job record and 
experience. 


Box 6548, Advertising ni 
100 E. Ohio St., Chicago II, Ill. 


—THE ADVERTISING MARKET PLACE | 
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| The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


| and “Representa 


tives Available,” 50 cents a line, minimum charge $2. Figure bold face heads 25 letters and 


| spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 
publication date. Display advertisements take card rates. 


| Thursday noon, 11 days preceding 
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HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


HERE’S A REAL JOB 
FOR A STYLE-WISE 
YOUNG LAYOUT MAN 


We need a man with vision enough 
eventually to become a principal in 
this well-established and fast grow- 
ing ageney, in a medium-size mid- 
west city. Up to now, we have been 
buying our layouts from some of 
the best men in the country and we 
need a man who can supplement 
their work at first, together with 
some finished art, and then take over 
our entire art direction. He must 
have a good style sense which he 
can apply to both general and in- 
dustrial accounts. Veteran preferred. 


Samples with application, please; 
they will be returned. Salary com- 
mensurate with ability. 


Box 8385, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FREE SERVICE TO EX-GI’S 
GI training and permanent jobs on 
Virginia newspapers. Va. Press Assn. 
24 N. 8th St., Richmond 19, Va. 


| 


HELP WANTED 


! 


CIRCULATION DIRECTOR | 


Complete supervision over Circula- 
tion Department and Mail Room de- 
tails. Southern Publisher now pub- 
lishing six monthly magazines; more 
to be added. Must have Business 
Paper experience and be competent 
to do field work too. 

Box 8396, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 


Male or female to work on com- 

mission basis. Forward all informa- 

tion to Mr. Wm. T. Sorensen 
Kenmoor Advertising. Inc. 

664 N. Michigan Ave., Chicago, Ill. 
WANTED 
EXPERIENCED FASHION ARTIST 
A break for the girl who can spe- 
cialize in shoe drawings and handle 
layouts Permanent job (not free- 
lance) with large, long-established 
agency. Especially good salary. Send 
samples of shoe drawings and other 
artwork; samples will be promptly 

returned. 
JESSOP ADVERTISING 
Tower Bldg., Akron 


co. 


2100 8. Ohio 


Unitbase 


g& Filth Avenue 


Chicag° 


Interesting for its quaintness, this old advertisement 
appeared in the 1907 Annual of Graphic Arts & Crafts. 


In ADVERTISING, When minds 


Chicago 5, Illinois 


Advertising Plates \N 


co-ordinate creating work of merit, there is 
great responsibility in faithful reproduction, so 
that the world may see and understand the mes- 
sage as it was designed. We acknowledge and 


try to meet the challenge of that responsibility. 


Partridge & Anderson Company 


Electrotypers » Nickeltypers « Matrice Makers + Stereotypers 


| 
| 


| program. 


| Experienced 
| Salesman 


| 


| Woman now 


HELP WANTED | 
ADVERTISING & PUBLISHING | 
Recognized Personnel Service. Op- | 
erating nationally since 1914. Con- | 
fidential Intermediary. Both to Em- | 
ployer and Employee. 
SHAY AGENCIES 
30 W. Washington St., Chicago 2 | 
Excellent opportunity for young 
college graduate or discharged vet- 
eran in copywriting and sales pro- | 
motion. Old established company lo- | 
cated 150 miles from Chicago in city 
over 100,000. Write giving full de- 
tails. Interviews in Chicago. 

Box 8394, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING DIRECTOR 
For Ladies Exclusive Ready-to- 
Wear Specialty Store in Lincoln, 
Nebraska. Four floors, 50 Foot 
Frontage, carrying finest lines of 
ladies’ and children’s coats, suits, 
dresses. furs and accessories. Pre- 
fer woman who is completely capa- 
ble of planning and directing store 
fashion promotions with annual bud- |! 


get of $40,000 to be used in local 
newspaper, direct mail, and radio 
advertising. Please give details of 


experience. 
Address Mr. C. E. 


All replies confidential. 
Presi- 


Swanson, 


Representative wanted by merchan- 
dising tradepaper 

troit, Philadelphia, and New Eng- 
land territories. 


Box 8386, ADVERTISING AGE 


| ) WA NTED _ | 
‘TOO MANY ACCOUNTS? | 
Use this thoroughly experienced Vet | 


to assist on plans, copy, contact. 
Box 8395, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING MANAGER 
to plan, write, produce your erxtire | 
For detailed abstract or 
appt., phone Kil. 3489 now. Chicago. 


Advertising 
seeks connection with 
established trade paper. Know Chi- 
cago and Mid-West agencies. 

Box 8361, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


Space 


Here’s Both Youth & Experience 
Three years on staff of National 
Advertiser—copy, prod., layout, di- 


rect mail. 27 yrs. old. Ex-Naval Lt. 
Married. Desire spot with Mfr. or 
Adv. Agency in sales capacity. 


Box 8381, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


ABLE ADVERTISING ACE 
Advertising manager, sales manage- 
ment, public relations experience. 
A-1 writing, layout, sales letters, 
folders. A 34-year older. A decade 
* aati Available immedi- 
ately. 

Box 8387, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Sales Promotion Executive 
with industrial textile 
jobber, desires connection leading 
to wider opportunity, textile, house- 
hold or industrial equipment. Ex- 
pert direct mail all correspondence; 
wide acquaintance sales procedures. 
Box 8388, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Editorial man with prewar news- | 
paper and press service experience; | 
army experience in preparing in- | 
struction manuals and in publicity | 
and public relations. 27. Married. | 
Box 8389, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION 
Young man, with a good knowledge. 
of the techniques and some experi- | 
ence would like an opportunity to/| 
advance in this field. 

Box 8390, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. | 


Creative Public Relations Vet. } 
30, with civilian Know-How radio | 
merchandising seeks springboard to | 
challenging career with aggressive | 
metropolitan agency specializing | 
drug and cosmetic accounts. 

Box 8391, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


| 
I Want a Job Like the Guy in | 


“The Hucksters” Had! 
Big dough, plenty liquor, 
women, partner in 3 months—and 
it has to be in Cleveland. Arrange 
meeting and I’ll buy a new necktie. 
Hot dog! Let’s go! 


Box 8364, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


WHAT ABOUT YOUR NEEDS? 


Here’s the man to fill them. I have | 
selling and merchandising experi- 


ence with tangible products and ad- 
vertising publications. 25 years of 
age and married. 


100 E. Ohio St., Chicago 11, Ill 


_ MISCELLANEOUS 


Advertising Agencies: Have you a, 


client in the household package | OR A PROMISING CUB 
goods fie'd? A truly revolutionary | , 
product (laboratory tested and ap- Foremost gas appliance _ manufacturer 
proved) with unlimited sales possi- || "¢eds competent copy writer for fast- 
bilities is available on royalty ba- |] 9fowing creative planning staff. Plant lo- 
sis. Present manufacturer finan-|]| cated in Midwest town of 125,000 popula- 
cially unable to promote properly. tion. Work will include preparation of 
Box 8393, ADVERTISING AGE |] consumer literature and sales promotion 
330 W. 42nd St., New York 18, N. Y. | materials. Send photo and details of 


A.l. Mech, Ollustrator — Retoucher 
with own equipment desires desk 
space. N. Light if possible. 
Dearborn 0875—Ullrich, Chgo, J11. 


lots of | 


Box 8392, ADVERTISING AGE | 
| 


OFFICE MANAGER 


Advertising Agency 


We need the services of a 
man familiar with handling 
the administrative details of 
a large, busy office. A knowl- 
edge of accounting and com- 
mercial law is desirable. 
Experience in personnel work 
important. We want a man 
who coordinates sympatheti- 
cally and _ understandingly 
with his fellow workers and 
who can get discipline and 
constructive results by lead- 
ership rather than by the 
exercise of arbitrary author- 
ity. Age preferably 25-35. 
Plenty of opportunity for 
future growth and advance- 
ment. Profit sharing and an- 
nuity programs. Give full 
details of your history, edu- 
cation and experience in 
letter addressed to: 


Mr. Max D. Anwyl 
Needham, Louis and Brorby, 
Inc. 

135 South La Salle Street 
Chicago 3 


SALESMAN 

WANTED 

WE ARE IN NEED 
OF A 


HIGH CLASS 
SALESMAN 


Who can actively represent 
us and who is interested in 
making a connection with a 
company that is recognized 
as one of the leaders in the 
industry. 


OUR LINE IS EXCLUSIVE 


And is by far the best that 
we have ever manufactured 
during the 53 years that we 
have been in business. It 
consists of CALENDARS, 
FANS (both folding and mod- 
ern pictorial) and SPECIAL- 
TIES. 


And it offers an exceptionally 
good opportunity to a sales- 
man who is ambitious. So, 
if interested, please write us 
anata for our proposi- 
tion. 


U. O. COLSON CO. 
Paris, Illinois 


Wanted: Sales Promotion 
Advertising Writer 


Must be a young, experienced 
“self-starter,” able to think soundly, 
grasp facts quickly and write well. 
Job involves production of wide 
range of sales promotion booklets, 
manuals, broadsides and display 
material. Write in detail indicating 
salary range and enclosing recent 
snapshot if possible. 


Address: F. Stuhlmann 
THE BRUNSWICK-BALKE- 


COLLENDER COMPANY 
623 S. Wabash Ave., Chicago 5, Ill. 


Nationally Experienced 


SALES and 
ADV. DIRECTOR 
AVAILABLE 


Thoroughly experienced in food, beverage, 


and home appliance fields. Knows mar- 
keting, research, sales analysis, advertis- 
ing in all media, sates promotion. Age 
43; college-trained; now employed; best 
of references. 


» BOX 6546, ADVERTISING AGE 
190 E. Ohio Street, Chicago II, lilinois 


AN OPPORTUNITY FORA 
SEASONED COPY WRITER 


|| training, experience and salary need. Do 
|| NOT send samples. 


Box 6545, Advertising Age 


100 E. Ohio, Chicago II, Ill. 
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Preparation, Cost 


Limit Frozen Food 
Use, Study Shows 


New YorK—A survey of frozen 
food use by hotels throughout the 
country indicates that despite the 
popularity of the frozen foods, 
high cost and lack of prepara- 
tional knowledge by institutions 
constitute major obstacles. The 
survey, conducted by Food Freez- 
ing, New York, covers 498 hotels. 

Almost all the hotels declared 
that they would use more frozen 
foods if prices were lower. More 
than 66% in the Northwest would 
use more frozen fish, while in the 
same area almost 100% say they 
would use more bakery goods. Al- 
though about 44% of the answers 
came from the northeast section 
of the U. S., price was not quite 
as high a hurdle there as in other 
sections. 

Where chefs were familiar with 
preparing frozen foods, there was 
greater liking for their use, but 
where disfavor was registered, it 
almost always was linked with 
lack of preparational knowledge, 
the study shows. Biggest com- 
plaint was that while consumers 
were being taught the use of 
frozen foods, there had been 
scanty attention paid to use of in- 


stitutional packs. 
22% Have No ‘Know-How’ 


More than 35% replied that chefs | 
knew how to prepare foods ‘‘some- | 
times,” while 21.99% said flatly 
that their chefs did not know how. 
Only 27.94% gave an unqualified 
“yes.” More than 85% said that 
complete cooking directions were 
needed on the package. 

The survey shows that the aver- 
age hotel uses 33.7% frozen vege- 
tables, 29.4% frozen fruits, 14.8% 
frozen meats, 34.5% frozen fish 
and 30.8% frozen poultry. Only 
2% use frozen pre-cooked foods 
and only 0.67% use frozen baked 
goods. 

The survey was conducted by 
Food Freezing under direction of 
Cc. G. Hicks, managing editor. 


Ted Sommers Expands 


Ted Sommers, Inc., Advertis- 
ing, Bridgeport, has opened of- 
fices at 52 Vanderbilt Ave., New 
York. Thomas S. Baker, for- 
merly with Newman, Lynde & 
Associates and R. H. Macy & Co., 
has been appointed art director 
and production manager. 


When resorts and vacation lands 

are at their season's best, Dallas- 

ites are given full information on 

them in The Times Herald's Travel 

and Resort section, featured every 
week in the year. This popular sec- 

tion is used by readers of The Times 

Herald as a year ‘round guide of 
when to go—and where. 


THE DALLAS 


TIMES 
HERALD 


* DALLAS’ GREATEST NEWSPAPER 


Represented by 


THE BRANHAM COMPANY 


Maps Card Promotion 


Gartner & Bender, Inc., Chi- 
cago, through Reiss Advertising, 
New York, will schedule page ad- 
vertisements in Cosmopolitan, 
Glamour, Modern Screen, and The 
Saturday Evening -Post, in a fall 
campaign for Golden Bell greet- 
ing cards. 


Appoints Hill Agency 
Colen-Gruhn, Inc., national 

sales representative for Launderall, 

automatic washing machine man- 


ufactured by F. L. Jacobs Com- 
pany, Detroit, has appointed Hill 
Advertising, New York, to handle 
a preview campaign for the New 
York area. Newspapers will be 
scheduled. 


Chronicle AFA Meeting 


The Advertising Federation of 
America has issued a 30-page 
booklet entitled ‘“Today’s Chal- 
lenge to Advertising,’ containing 
highlights of the 42nd annual con- 
a held in Milwaukee, May 


Stewart Joins Young 


Morrison H. Stewart, formerly 
advertising manager of Golden 
State Company, San Francisco, 
has joined the Robert B. Young 
Advertising Agency, San Fran- 
cisco, as account executive. 


Linda Egidi Moves 
Linda Egidi, formerly director 


of international media for Grant 
Advertising, New York, has joined 


National Export Advertising Serv- 
;ice, New York, as space buyer. 


53 


Miss Egidi has also been con- 
nected with Pan American Air- 
ways, National Broadcasting Com- 
pany, and the Office of Inter- 
American Affairs. 


AND CUSHING AT 
1S5E.44ST. NYC.I7 


Effective publicity for fine products requires more than the designing, writing and me- 
chanical preparation of smart advertisments. Such advertisements must be reproduced so 
beautifully that they augment the impressions of quality which help sell merchandise. This 
* requires fine printing on fine paper. 


or beauty. 


and needs no other name. 


PRODUCTION GLOSS ...MODERN GLOSS 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


To provide advertisers with the best possible reproductions of advertisements . . . and to 
enhance the attractiveness of their editorial pages... many of America’s finest magazines 
use Consolidated Coated. The New Yorker, in which the above photograph was used by 
Yardley of London, is a typical example. 


Manufactured in weights down to 45 pounds, Consolidated Coated Papers meet almost 
any printing need of advertisers, publishers and mail-order houses. 


Five Modern Mills 


NEEDS NO OTHER NAME 


Coated Paper has always been 
supreme for reproducing half-tone 
engravings without loss of details 


By “streamlining” its manufacture, 

Consolidated not only achieved a superior 
coated paper, but also reduced costs. 
This finer product... sold at uncoated 
paper prices... remains fine coated-paper 
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| MORE ADVERTISERS USE MORE SPACE IN FIELD & STREAM 
| THAN IN ANY OTHER OUTDOOR MAGAZINE! 


Advertisers’ acceptance is the key to leader- 
ship in any magazine. If they make it their first 
choice consistently, the reason is obvious—it 
must offer them the greatest value per dollar 


spent. 


In the outdoor field, advertising volume proves 
Field & Stream’s position. It shows this maga- 
zine to be the real leader, the overwhelming 
choice of advertisers—out in front for 35 years 
—and in the first six months of this year that 
lead has been increased! 


$8 Magazine 


i ~~ 4-4 —_—A 
‘40 “4 “Hl 42 4243843444445 45 8G 
CIRCULATION SOARING 


Field & Stream’s circulation—the cream of the 
crop—has grown soundly, steadily, over the years 
in pace with the greatly increased interest in out- 
door sports. Held back by paper restrictions 
during the war, circulation has again started a 
rapid climb. 


Field & Stream leads the field in practically every important 
advertising classification. For example, footwear manufacturers use 
more space in Field & Stream than in any other outdoor magazine. 
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500,000 


STOCK PHOTOS 


os WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
— Be 


Chicago Adclub 
Unit to Aid Ad 
‘Council Locally 


Cuicaco—The Chicago Feder- 
ated Advertising Club has set up 
a public service committee to help 
promote local public welfare cam- 
paigns and aid the Advertising 
Council locally in the council’s na- 
tionally-sponsored drives. 

Wesley I. Nunn, advertising 
manager, Standard Oil Company 
of Indiana, and president of the 
club, announced that the new 
committee will screen all requests 
here for aid in advertising com- 
munity projects before the club 
officially sponsors the projects. It 
will assist groups seeking to pro- 
mote Red Cross and other drives. 
| Harlow P. Roberts, vice-presi- 
'dent, Goodkind, Joice & Morgan, 
jand head of the Chicago Radio 
Management Club, has_ been 
|named chairman of the public wel- 
fare committee. 

Other members include Blanche 


Martin, president, Women’s Ad- 
vertising Club; Mrs. Charles 
Schwartz, representative of the 
council; Melvin Brorby, Needham, 
Louis & Brorby; Leo Burnett, Leo 
Burnett Company; Fairfax Cone, 
Foote, Cone & Belding; John H. 
Platt, Kraft Foods Company; 
Lawrence B. Sizer, Marshall Field 
& Co.; William T. White, Wieboldt 
Stores, and Daniel J. Collins, Chi- 
cago Federated Advertising Club. 


Siegel Gets FM Permit 


Lee Siegel of Siegel & Goodwin 
Advertising Agency, Houston, 
owner of “Vox Pop” radio show 
and creator of “Dr. I. Q.” quiz 
program, is moving into the Texas 
broadcasting field. Mr. Siegel’s 
newly formed Variety Broadcast- 
ing Company has received an 
FCC permit to construct a 1,000 
watt daytime station in Dallas on 
1,040 kilocycles. 


Changes Name 

Industrial & Public Relations, 
Inc., Chicago, has changed its 
name to William S. Bishop Com- 
pany. 


Edward L. Bernays, the New York publicist, has received the 
King Christian Medal from the King of Denmark in appreciation 
of his contribution to Denmark’s cause during the Nazi occupation. 
Mr. Bernays helped to organize the American Friends of Danish 
Freedom and Democracy immediately after the invasion. . . 

James Thomas Chirurg, head of the Boston-New York ad agency 


SHOWS PRIZE—Admiral Nimitz, in Schenectady to participate in an anniver- 

sary V-J Day television program on WRGB, shows an 80-year-old sword, pre- 

sented to him by a Japanese Admiral following the surrender last year, to 

Robert S. Peare, left, vice-president in charge of public relations, and Charles E. 
Wilson, president of General Electric Co. 


of the same name, has been appointed metropolitan vice-chairman 
of publicity of the Greater Boston Community Fund. . . Another 
fund worker is Robert E. Dunville, vice-president and general 
manager of Crosley Broadcasting Corp., who has been appointed 
chairman of the special events committee for the 1947 Community 
Chest campaign in Cincinnati. . . 

Rod Clelland, personnal director of Aviola Radio Corp., and Dick 
Canaday, promotion director of Station KOY, took the male leads 
in “Nancy’s Private Affair,” a recent production of the Phoenix 
Little Theater. . . 

Harry Lubcke, Don Lee television dir., vacationed at Lake 
Arrowhead with his wife and daughters, Joan and Christine. . . 
And John M. Baldwin, v.p. and technical dir. of KDYL, Salt Lake 
City, returned not long ago from a vacation with his family in the 
Uintah Mountain country of eastern Utah... 

Larry Meyer, of International Cellucotton, who is president of 
Western Advertising Golfers Association, welcomed a host of for- 
mer members to the tournament at Sunset Ridge August 16. They 
included Lionel Bishop, Cosmopolitan, who promoted the trip, along 
with Fred Klaner, Field & Stream; Dan Ashley, U. S. News, former 
president of Sunset Ridge; Jim Mitchell, True Story; Bill Cunning- 
ham, McCall’s; Bill Carr, Time; Fred Maxsted, Crowell-Collier; 
Dick Feldon, National Comics Group, and Al Leininger, Parents’, 
who is not an ex-Chicagoan, but thought the party too much fun 
to miss... 

Milton L. Fitch, pres. of Howard Wesson Company, Worcester, 


COMPETE FOR ‘MISS WENR'—Judges at work on contestants for the title 

"Miss WENR" are, left to right, George Clements, account executive for Chi- 

cago Car Advertising; Russ Tolg, radio director of BBDO, Chicago, and Ken 

Craig, radio director of McCann-Erickson, Chicago. The beauties are, left to 

right: Mina Kolb, the title winner; Pat Shields, Jan Meyer, Mary Hartline and 
Nancee Earp. 


Mass., agency, is another of those air minded ad execs who holds 
a pilot's license. In addition to servicing accounts by plane, he is 
pres. of the Worcester chapter of the National Aeronautics As- 
sociation and speaks frequently on aviation subjects. . 

Lynn Baker of the New York agency, Baker & Hosking, left last 
week for a fortnight’s trip to the Pacific Coast. . . 

Marie Houlahan, director of publicity for WEEI, Boston, is loyal 
to New England when it comes to vacations. She’s spending the 
first 10 days of a three-week holiday in Castine, Me., and the rest 
in Nantucket, Mass. . . 
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946 57 
- See ee Appoint Henry Bach Cory Tests Radio Show | 
2 THE INDIANS ©: Sal McKibben Mfg. Corporation,! With the introduction of three 
= = A. J. Schwartz & Co. and asso-/ 15-minute programs weekly over 
> s ciated companies, producers of |Station WBBM, Chicago, Cory > ee age rere ie 
E men’s and boys’ clothing, have|Corporation, maker of the Cory G (@) T : 
appointed Henry Bach Associates, | glass coffee brewer, has begun a © § € Tal ‘© © L § T (©) 
1e New York, to handle advertising,| series of test programs to deter- aie , 
n public relations and publicity. mine possible national network yi ] IN| € IR = A § § A LL = § Lore 
N tx Sul, St Le programs i ® geet of the 1947 Cory or 
| ew FM for St. . campaign. The new program will 7 
Sine dake Manne ia carry Paul Gibson on the “House- 350.000 TEACHER READERS and their | 
. Came Se Ge Sing wives’ Protective League” show ae 10.500.000 BOYS AND GIRLS  . 
tentatively authorized’ by the FCC Fhe a =, “— srs <n a ARE AVAILABL 
to operate a new FM station. The | ut gt an a E TO ADVERTISERS THROUGH 
station’s operation is subject to| Better Homes & Gardens, Ladies’ one can pee 
engineering conditions. — Journal, McCall’s and The eae I he ST Ww UJ T | aa een 
a atur Evenin 
“Tus Crcvecano Bassaast Company Knoll Joins Perfex _ dee tii ; The Magazine 
. M. Knoll has Joined the sales Appoints Grant NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
. . |organization of Perfex Company,| Technical Chemical Corporati Tee ee * Bese k ke ae iy 
~~ Se tiga oon ie this |Shenandoah, Ia., and  Omaha,| Norwalk, Conn., ot appoented ae om fe er I ae 
ales osilae ont poy 4 pe ae manufacturer and distributor of|the New York office of Grant Ad- 
Bill Veeck of the Indians A. L. ball eevee See peer vertising. 
club, have brought all-time record 
turnouts to recent games. 
Cleveland Indians 
dvertising Draws In any picture of your market .. . 
Record Turnouts 
CLEVELAND — Bill Veeck, new H 
, on CLEVELAND— Bill Vee ck, new The Modern Half is the BeHer Half ! 
7 dians, and the Lang, Fisher & 
se Stashower agency here, have 
* teamed up to bring out more fans 
© to watch the Indians try to strug- 
% gle out of their fifth-place Ameri- 
can League position. 
Taking control of the team re- 
n cently, President Veeck set up 
r new policies to lure the custom- 
il ers—reduced prices for children, 
d more radio. broadcasts, more 
y switchboards for handling queries, 
a “ladies’ day” without reserva- 
k tions. Then the agency was ap- 
S pointed to put the new policies 
x across. 
The ad program started with a 
e six-column by 15-inch insertion 
; in all Cleveland papers, and at- 
e tendance soared. A second large- 
e space ad followed, and_ shortly 
afterward the Indians had an all- 
f time paid attendance record of 74,- 
> 529 fans. The advertising—never 
y before tried here for the club—is 
=f continuing with one-column, five- 
3 inch ads promoting each day’s 
- game. 


Papers Flown to Chicago 


Plans have been completed to 
fly copies of the late city edition 
of the New York Herald Tribune 
to Chicago. Copies will be on the 
newsstands at 8 a.m. every week- 
day. 


A Great College 


Moves ..... 
WINSTON-SALEM 


Wake Forest College, outstand- 
ing North Carolina Baptist school, 
is to be moved from its present 
location to Winston-Salem as the 
result of the generosity of the 
Smith Reynolds Foundation. 


When its 2000 students are 
added to the Bowman Gray 
School of Medicine, already lo- 


To 


I. ATTAR GIRL. It’s true—your older 
woman rarely feels the breathless 


SEBEL 


2. GLAMOUR GIRL. What will quicken 
Tommy’s pulses tonight? A wicked 


need for trying a new perfume. 
Attar of roses, perhaps, will still do 
for that semi-annual evening out. 
Henry wouldn’t like anything else 
—on her. 


Dell Modern Group 


Parisian parfum? Something exciting 
from South America? A young modern 
tries many lures to get—and keep— 
her man. Three million perfume-mad 
moderns ave yours to sell—in Dell! 


cated here, Winston-Salem will 
have a higher educational system 
greater than most cities of its size 
in the United States. 


This is a cultural advancement | 
that will be welcomed by Winston- | 
Salem's ACTIVE people .. . 

eople whose efforts are daily 
Building a better city .. . a better 
market for advertisers with things 


to sell. | 
We'd like to tell you more! | sells the Mo sate heiiees 
JOURNAL and SENTINEL / 


Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 
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WHAT’S GOING ON? J 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20, 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. 


Chicago, III, 
BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES 


New Station for Flint 


Drohlich Brothers, Indianapolis, 
| has been granted a permit to con- 
'struct a new 1,000-watt fulltime 
station in Flint, Mich. Robert 
Drohlich will be station manager 
and Albert Drohlich program and 


production manager. The Drohlich | 


|Brothers formerly owned and op- 
i Station KDRO, Sedalia, Mo. 


KXOA Appoints Young 


Station KXOA, Sacramento, has 
appointed Adam Young Jr., Inc., 
as its national sales representative 
in New York and Chicago. Pete 
bre has joined the station’s sales 
staff. 


Continental Set 
to Expand Chain 
of Dealer Stores 


| purchases of merchandise, and ad- 
'vertise. Garrison Grawoig, presi- 
dent, asserts that tne company 
‘now offers “well-planned window 
‘trim and advertising service. Our 
stores are using newspaper space 


Cuicaco—Continental Products, | now. Ultimately we plan to sup- 
long established here as a whole-  Plement this with direct mail and 


'saler of automotive and electrical radio advertising.” 


/equipment, hardware and house- 
wares, has begun building a na- 
tional cooperative chain of inde- 
pendently -owned Continental 


stores. 


Plans provide for helping deal- 
| keep | 
'proper stock records, plan their 


‘ers display merchandise, 


Mr. Grawoig pointed out that 
operation of Continental stores 
| will be entirely separate from the 
company’s regular business. 
Wholesale operation will continue 
as in the past. As a result, the 
company has begun preparing for 
'a large increase in its volume. 
|The warehouse here will be ex- 
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Now Available wit 
PERSONALIZED INITIALS 


FIRM NAME IMPRINTING 
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NATIONALLY ADVERTISED IN AMERICA’s LEA 
LIFE » SATURDAY EVENING POST + COLLIERS + L 
ESQUIRE + FORTUNE + NEWSWEEK + FORBES - BUSINESS WEEK. 
NATION'S BUSINESS + THE UNITED STATES NEWS + : 


The 


excellent gift for your 1946 goodwill 
advertising. These can be supplied 
with individual chromium initials or 
with embossed firm name imprinted 
—or both, if desired. 


WRITE FOR QUANTITY PRICES AND DISCOUNTS 
ON YOUR FIRM LETTERHEAD 
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DVERTISING? 


YUationally réduentised 


! RETAIL PRICE $ 
3% wide. INITIALS SLIGHTLY HIGHER 5 


The Galter GIANT Lighter is a nationally advertised, nationally accepted business stimulator. The 
personalized initialing imprinting feature gives this useful, practical product lasting advertising and 
gift appeal! Priced for large volume sales, the GIANT is of beautiful modern design—heavily chrome 
plated—covere¢ in simulated leather, black and tan—individually boxed. Needs only 4 fillings a year. 


MAGAZINES 
+ LIBERTY 


GIANT Lighters make an 
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PRODUCTS 


711 W. Lake Street, Dept. K, Chicago 6, Ill. 


7eurewr* 


panded, and regional warehouses 
will be established in a number 
‘of cities. 

“The time is fast approaching,” 
| Mr. Grawoig told a meeting of 
‘Continental’s suppliers here, 
“when the small independent 
‘dealer will be able to survive and 
thrive only by the adoption of 
modern merchandising methods in 
cooperation with a group of other 
progressive dealers, all operating 
under the sponsorship of a Cap- 
able, experienced and _ strongly 
financed parent organization, and 
under a well-developed program 
which is designed for the mutual 
success of the store owner as well 
as the parent organization. That 
is the type of program which we 
have worked out.” 


_DMAA Nominates Three 


The nominating committee of 


the Direct Mail Advertising Asso- | 
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Higgins to Push 
Boats, Trailers, 

= . td 
Paints in ‘47 

NEw ORLEANS—Higgins Indus- 
tries, whose wartime products in- 
cluded PT boats and amphibious 
craft, will be promoting pleasure 
craft, work boats, tugs, barges, a 
camp trailer, Thermo-namel house 
materials and plastics and marine 
paints next year. 

The company’s advertising bud- 
get for next year, now under con- 
sideration, is expected to exceed 
the promotion allocation for this 
year, which had to be reduced con- 
siderably because of unavailability 
of materials, strikes and reconver- 
sion headaches. 

According to Marshall Hunt, 
who handles the Higgins account 
for Bauerlein Advertising Agency, 
New Orleans, Higgins’ budget will 
include newspapers, magazines, 
business papers, radio and direct 
mail. “If the flow of materials 
continues uninterrupted,” Mr. 
Hunt told ApveRTISING AGE, “full 
production can be accomplished in 
1947. And since Higgins believes 
in advertising, this should mean a 
healthy advertising budget.” 


‘Seventeen’ Forms Panel 
Seventeen has established a con- 


* sumer panel under the supervision 


of Josefa Cummings, formerly 


| with the Gallup Poll, to determine 


| 
| 


ciation has nominated to fill three | 


| vacancies on the board of directors 
|A. M. Sullivan, advertising man- 
ager of Dun & Bradstreet, New 
York; Dale Y. Ecton, manager of 
direct mail advertising, Trans 
World Airline, Kansas City, Mo., 
and Edward N. Mayer Jr., presi- 
dent of James Gray, Inc., New 
York. Elections will be held at 
'the association’s 29th annual con- 
| vention in Chicago, Oct. 18 and 19. 


| teen-age preferences and usage of 


branded products. The panel com- 
prises two alternate groups of 
1,500 girls each, selected from 
Seventeen’s subscribers. A _ total 
of 83% of panel members are in 
high school. 


Refiner to Air Games 


Atlantic Refining Company, 
Philadelphia, has again signed to 
sponsor Station WTAM’s, Cleve- 
land, broadcasts of Ohio State 
University football games this fall. 


oul 


For durable sales quotas— 
| It's Charleston 


CHARLESTON EVENING} 


CHARLESTON, 
REPRESENTED BY THE JOHN BUDD CO. 
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‘Oh! Oh! Mommy cn 
my Stork Castile!” 
we | . a; . UX 


Your physician 
will tell you Stork 
Castile is safe, non- 
irritating. It’s made 
especially to take bet- 
ter care of babies! 


Y Ask for Stork Baby Oil, and 
Stork. Baby Powder, too 


LUXOR OPENS DRIVE — For the first 

time, Luxor Ltd., Chicago, is starting a 

drive in national magazines for Stork 

Castile soap, aimed at the baby mar- 

ket. Foote, Cone & Belding is the 
agency. 


Luxor Starts Ist 
Stork Soap Drive 


Cuicaco—Luxor Ltd., besides its 
usual extensive advertising of 
toiletries, this fall for the first 
time is advertising its Stork Cas- 
tile soap, with copy aimed at the 
baby market. 

Although marketed by Luxor for 
many years, Stork soap has not 
been advertised previously. Now, 
“superfined” by the addition of 
lanolin, it will be promoted in 80 


to 110-line insertions in 17 maga- |} 


zines, including Good Housekeep- 
ing, Ladies’ Home Journal, Mc- 
Calls, Parents’ Magazine, several 
baby care 
Macfadden’s Women’s Group. 

In addition, the improved soap 
will be promoted in the Journal of 
the American Medical Association 
and Journal of Pediatrics. The 
seals of approval of the AMA, 
Good Housekeeping and Parents’ 
will be featured in promotion. The 
soap will sell both separately and 
in a combination package with 
Stork baby oil and talc. Packages 
and wrappers have been rede- 
signed, and dealer aids, including 
blow-ups of the ads, have been 
furnished to dealers. 

Luxor’s other advertising this 
fall includes color pages in Ladies’ 


-.- ALL SET FOR THE 
CAR OF TOMORROW 


High premium gas of prewar days is now 


standard at your gas station. New motors 
are being designed to capitalize the higher 
octane gas. The car of tomorrow (perhaps 
1947 models, say some) will be equipped 


for the super 100-octane gas that the re- 
fining industry contributed to the war's 
aviation program. 

The fact that the entire refining industry 
must now fall in line to produce the higher 
octane gasolines means new equipment to 
the tune of $3 billions. Our nearest rep- 
resentative will break down the figures for 


you. 
PETROLEUM REFINER 
Houston New York Cleveland 


Tulsa Los Angeles 


Chicago 


magazines and _ the) 


ve 


Home Journal, Mademoiselle, Mc-| the radio star introduces four new 
Call’s, Parents’ and Vogue. The | television characters he has de- 
campaign features bath crystals,| vised. The second on sehedule is 


talc and other bath items. Luxor | 2 trailer which will preview the 
hand cream will be promoted sep- 


| setup and techniques of the com- | 


If You have a Product Story 


lar j 2% : pany. 

arately in a winter campaign. | to tell the Doctor — 

| Foote, Cone & Belding here} Otella Li M 

| handles the account. | ela Linn oves “ 

aed sions | Otella Linn, formerly with © 

| Conde Nast Publications, New). YOU CAN TELL IT BEST 


Bergen, Cunning Form | York, has joined Waldes Kohinoor, | 


| | 
| visi Yy iInc., Long Island City, N. Y., 
Television Compan 'manufacturer of Waldes Kover-| | 


Edgar _ Bergen and_ Patrick Zip, fabric-covered slide fastener, | 
| Michael Cunning, West Coast tele-| as promotion director. 
|vision producer, have formed the) Ree CS Suite 
Edgar Bergen-Television Center, | . | 
which involves an investment of Conroy to Air Express | 
$200,000 and is located at 6530) Vincent Paul Conroy, formerly | > 
Sunset Blvd., Hollywood. Theja director and vice-president in E 
/company will produce both 16 and| charge of sales and traffic of| || 
| 35mm films for televising and also Transcontinental & Western Air,| || 
form “live action” shows. /has joined American Air Express | 

The first production will be Corporation, New York, as special | 
|“Bergen’s Barnyard,” in which’ consultant. 


in the publication that is 


FIRST in tHe mevicat Fietp 


Reaches Every Doctor ... Every Month 


® MODERN MEDICINE <a 
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FORT ATKINSON, WISCONSIN - 250 PARK AVENUE, NEW YORK - EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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60 
Game Barred to Public 


Because of a polio epidemic in 
the Twin City area, the Minnesota 
All Star high school football game 
was played Aug. 24 without a 
single spectator. In view of the 
unusual situation, Station WCCO, 
Minneapolis, swept its schedules 
clear to present the game, which 
has a widespread following 
throughout the state. 
cause of the epidemic, the Min- 
neapolis Tribune’s community 


“sings,” usually held in city parks, 
are being aired over Station 
i. 


Tempo Changes Owners 


Tempo, Inc., Chicago art and 
photographic studios, has changed 
its ownership, with Walter Went- 
zel continuing as president. Ray 
Shaffer has been named vice- 


Also, be-| president in charge of sales, Taylor 
| Poore, secretary, 
| Hirschmann, treasurer, 


and George 


MOR 


features 


... and eadedd tt 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. e 250 Park Ave., New York 17, N. Y. 


National Represéntatives: THE BRANHAM COMPANY 
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Some Major Shows, 
Sponsors Missing 
in Fall Lineup 


‘High-Brow' Programs 
Hard Hit; 'Sure-Fire' 
Fare Fills Up Gaps 

By RICHARD K. DOAN 


New York—Absence of a num- 
ber of heavy-spending advertisers 
and an even larger number of 
well-rated shows is one of the ob- 
vious features of the fall-winter 
lineup to date of commercially 
sponsored shows on the four major 
networks. 

“High-brow” programs appear 
to have suffered most heavily in 
the summertime shuffle. The can- 
cellation gaps have been mostly 
filled with sure-fire fare; a dozen 
and a half new network offerings 
are on tap, some of them under 
sponsors new to radio. A few 
favorites have switched sponsors 
or networks or both. The Bennys, 
Hopes and Allens will be back. 

On the whole, however, listeners 
can expect pretty much the same 
fare they got last season, with the 
emphasis on, if anything, light 
entertainment and mystery 
dramas. 


Headliners Still Missing 


Conspicuously missing from the 
lineup at this moment are such 
well-known items as “Information 
Please,’ dropped by Socony-Vac- 
uum; the “Westinghouse Pro- 
gram”; “Great Moments of Music,” 
cancelled by Celanese; “Music of 
Andre Kostelanetz,”’ dropped by 
Chrysler, and “National Barn 
Dance,” dropped by Miles Lab- 


JAMESTOWN: an Gndustrial City - P 


“ie 


FUTURE W. 


OT ONLY has Jamestown two ex- 
cellent hospitals now, but in a cam- 
just completed, Jamestowners 


paign 
clearly showed their 


C. A. HOSPITAL 


The 


At the close 


attitude toward vectations. 


JAMESTOWN GENERAL HOSPIAL 


Woman’s 
Hospital (left above) announced an ex- 
pansion plan and sought $500,000 .. . 
the largest ever attempted locally. 


Lus! 


? 


PLUS SPLENDID 
HOSPITALS! 


projects for community improvement. 


Christian Association 


the total was an- 


nounced . . . $650,000 . . . $159.000 
more than the goal! 


Your product advertising put before 
people like these will exceed your ex- 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 


Sponsor 


Army Recruiting 
Bristol-Myers Co. 


Brown & Williamson 
Cc. N. Coughlan Co. 
Kay Daumit 


Derby Foods 
General Mills 
Andrew Jergens Co. 
Knox Company 

L. E. Waterman 


America’s Electric 
os. 
Anchor-Hocking 
Glass 
Borden Company 
Campbell Soup Co. 
Canada Dry 
Colgate-Palmolive- 
Peet 
Continental Baking 
Electric Auto-Lite 
Emerson Drug Co. 
Eversharp, Ine. 
Ford Motor Co. 
General Foods 
General Foods 


General Foods 
Hall Bros. 


International Silver 
Lever Bros. 
Lever Bros. 
Luden’s, Ine. 
Prince Matchabelli 
Noxzema Chemical 


Co. 
P. Lorillard Co. 
Philip Morris 


Procter & Gamble 
Procter & Gamble 


Procter & Gamble 
Schenley Distillers 
Thomas J. Lipton 
United Drug Co. 
Wildroot Co. 


Am. Transit Assn. 
G. Barr Co. 
Carey Salt Mfz. Co. 
D. L. W. Coal Co. 
Coca-Cola Co. 
Cudahy Packing 
General Foods 
General Foods 
Revere Copper & 
Brass 
Seventeen Magazine 
Wander Co. 
Whitehall Pharma- 
ceutical Co. 


Allis-Chalmers 


American Home 
Products 
American Tobacco 
Bristol-Myers 
Bristol-Myers 
Brown & Williamson 
Brown & Williamson 
Colgate-Palmolive- 
Peet 
Colgate-Palmolive- 


ee 

Colgate-Palmolive- 
Peet 

E. I. duPont de 
Nemours 

F. W. Fitch Co. 


General Foods 
General Foods 
Internat’l Harvester 
Kraft Foods 


Ss. C. Johnson & Son 


Lever Bros, 
Lever Bros, 


P. Lorillard Co. 
Miles Laboratories 
Miles Laboratories 
Philip Morris 
Pabst Sales Co. 
Procter & Gamble 
Procter & Ganible 
Procter & Gamble 


R. J. Reynolds Co. 
Socony-Vacuum 

Standard Brands 
Standard Brands 
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Program 


American Broadcasting Company 


Columbia Broadcasting System 


Mutual Broadcasting System 


National Broadcasting Company 


Fall Network Programs 


Agency 


Army Football Sept. 21 Ayer 
Break the Bank (Cont. 
from Doherty, Clifford & 
summer) Shenfield 
Sky King Oct. 2 Needham, Louis & 
Brorby 
Leo Durocher Oct. 13 Roche, Williams & 
Cleary 
Breakast Club Sept. 2 Hill Blackett & Co. 
15-Min. Segment 
Fact & Fiction Oct. 6 Russel M. Seeds 
Jack Armstrong Sept. 2 Knox Reeves 
Walter Winchell Sept. 4 Lennen & Mitchell 
Danger, Mr. Danfield Sept. S Robert B. Raisbeck 
Gangbusters Sept. 14 Chas. D. Reach 
Hour of Charm Sept. 29 Ayer 
Crime Photographer Aug. S Wm. H, Weintraub 
Ginny Sims Sept. 20 Young & Rubicam 
Jack Carson Show Sept. 25 Ward Wheelock Co. 
(Show not named) Oct. 4 J. M. Mathes, Ine. 
Mel Blanc Show Sept. 3 Sherman & Mar- 
quette 
Grand Slam Sept. 30 Ted Bates, Inc. 
Dick Haymes Show Sept. 5 Ruthrauff & Ryan 
Inner Sanctum July 29 BBDO 
Maisie Aug 16 Biow 
Dinah Shore Sept. 18 J. Walter Thompson 
Baby Snooks Sept. 6 Young & Rubicam 
Kate Smith Sings Oct. 6 Foote, Cone & 
Belding 
Adv. of Thin Man Aug. 9 Benton & Bowles 
Radio Reader’s Digest Sept. 12 Foote, Cone & 
Belding 
Ozzie and Harriet Sept. 1 Young & Rubicam 
Fighting Senator July 29 Young & Rubicam 
Lux Radio Theater Aug. 26 J. Walter Thompson 
Hoagy Carmichael Nov. 3 J. M. Mathes, Inc. 
Stradivari Orchestra Oct. 6 Morse International 
Mayor of the Town Sept. 7 Sullivan, Stauffer, 
Colwell & Bayles 
Frank Sinatra Sept. 11 Lennen & Mitchell 
It Pays to be Igno- Sept. 20 Biow 
rant 
FBI in Peace and Aug. 22 Biow 
War 
Jack Smith Show Aug. 19 Dancer-Fitsgerald- 
Sample 
Mystery of the Week Aug. 19 Compton Ady. 
Hollywood Players Sept. 3 BBDO 
Vox Pop Aug. 27 Young & Rubicam 
Durante-Moore Show Sept. 13 Ayer 
Adv. of Sam Spade Sept. 28 BBDO 
Spotlight on America July 19 Owen & Chappell 
The Shadow Sept. S Ruthrauff & Ryan 
Spotlight Bands Sept. 9 D’Arcy Adv. 
Nick Carter Sept. 15 Grant Adv. 
Buck Rogers Sept. 30 Benton & Bowles 
House of Mystery Oct. 6 Benton & Bowles 
Exploring Unknown Sept. S St. Georges & Keys 
Its Up To Youth Oct. 2 Al Paul Lefton 
Capt. Midnight Sept. 23 Hill Blackett & Co. 
Real Stories from Sept. 9% Dancer-Fitzgerald- 
Real Life Sample 
Nat’l Farm and Oct. 5 Bert S. Gittins Ady. 
Home Hour 
Bob Burns Show Sept. 29 Sullivan, Stauffer, 
Colwell & Bayles 
Jack Benny Sept. 29 Ruthrauff & Ryan 
Duffy’s Tavern Oct. 2 Young & Rubicam 
Alan Young Sept. 20 Young & Rubicam 
Red Skelton Sept. 10 Russel M. Seeds 
People Are Funny Sept. 20 Russel M. Seeds 
Dennis Day Oct, 3 Ted Bates 
Judy Canova Oct. St ‘Ted Bates 
Kay Kyser Sept. 18 Ted Bates 
Cavaleade of Am. Aug. 2 BBDO 
Phil Harris- Sept. 22 L. W. Ramsey 
Alice Faye 
Burns & Allen Sept. 5 Benton & Bowles 
Aldrich Family Sept. 5 Young & Rubicam 
Harvest of Stars Oct. 6 MeCann-Erickson 
Great Gildersleeve Sept. 11 Needham, Louis « 
Brorby 
Fibber McGee Oct. 1 Needham, Louis «& 
Brorby 
Amos ‘’n’ Andy Oct. 1 Ruthrauff & Ryan 
Bob Hope Sept. 24 Foote, Cone & 
Belding 
Meet Me at Parky’s Sept. 15 Lennen & Mitchell 
Roy Rogers Oct. 5 Wade Adv, 
Quiz Kids Sept. 29 Wade Adv. 
Ray Bolger Show Sept. 3 Biow 
Eddie Cantor Sept. 2 Warwick & Legler 
Life of Riley Sept. 7 Biow 
Truthor Consequences Sept. 7 Compton Ady. 
Don Ameche Sept. 8S Kastor, Farrell, 
Chesley & Clifford 
Abbott & Costello Oct. 3 William Esty & Co. 
B. Goodman-V. Borge Sept. 9% Compton Ady. 
Charlie McCarthy Sept. 1 J. Walter Thompson 
Fred Allen Oct. 6 J. Walter Thompson 


oratories. 

General Motors dropped the 
NBC Symphony, failed to get Bing 
Crosby—who signed with Philco— 
/and as yet has not announced any 
_fall sponsorship. Allis - Chalmers 
dumped the Boston Symphony, 
Seven-Up chucked “The Fresh Up 
Show” and the Lambert Company 
has just cancelled the Billie Burke 
show, a half-hour Saturday morn- 
ing feature on CBS, effective 
Sept. 21. 

Some other big spenders are not 
definitely on the line. Yet to be 
put on the 1946-47 log are U. S. 
Rubber for the New York Phil- 
harmonic - Symphony, the Texas 
|Company for the “Star Theater,” 
‘Ford for the Sunday Evening 
Hour, U. S. Steel for the Theater 
| Guild, and Petri Wine for “Sher- 
|lock Holmes.” 

Meantime, other advertisers 
|/have changed shows, bought new 
| 


| 


; . 
ones and switched networks in a 


general jockeying for better posi- 
tions and higher audience ratings. 

Pabst dropped Danny Kaye and 
picked up Eddie Cantor from Bris- 
tol-Myers; Wildroot cancelled 
Woody Herman and bought “Ad- 
ventures of Sam Spade,” moving 
it from ABC to CBS; Procter & 
Gamble is substituting Don 
Ameche for Rudy Vallee; Fitch 
has signed Phil Harris and Alice 
Faye to replace Cass Daley; Col- 
gate will offer Mel Blanc in place 
of “Theater of Romance,” and 
Continental Baking has dropped 
its long sponsorship of “Bachelor’s 
Children” in favor of a new quiz 
show, “Grand Slam.” 

Dinah Shore, heard for General 
Foods’ Birdseye last season, has 
been signed by Ford for its 
Wednesday evening show. “Hour 
of Charm,” dropped by General 
Electric, was snapped up by 
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America’s Electric Companies to 
succeed Nelson Eddy. Lever 
Brothers has instituted a dramatic 
“Fighting Senator” series to re- 
place the Joan Davis show. 

Bob Burns, heard for Lever last 
season, was picked up by Ameri- 
can Home Products. This show, 
incidentally, is one of several in- 
troducing the new agency of Sul- 
livan, Stauffer, Colwell & Bayles 
to the network picture. SSCB also 
has “Mayor of the Town” for Nox- 
zema and “Ellery Queen” for 
AHP. 

In other shifts, Anchor-Hock- 
ing Glass has canceled “Hobby 
Lobby” in favor of “Crime Pho- 
tographer”; Schenley is introduc- 
ing “Hollywood Players” in place 
of “This Is My Best”; Philip Mor- 
ris has a Ray Bolger show to 
succeed “Johnny Presents,” and 
Miles Lab has a new program 
starring cowboy star Roy Rogers 
to replace “National Barn Dance.” 

Newcomers to the network spon- 
sored-show lineup include “Spot- 
light on America” for the Ameri- 
can Transit Association and “It’s 
Up to Youth” for Seventeen maga- 
zine, both on Mutual; and “Break 
the Bank” (which began as a 
summer replacement for the Alan 
Young show) for Bristol - Myers 
and “Danger, Mr. Danfield” for 
the Knox Company, drug prod- 
ucts, Los Angeles, both on ABC. 

Canada Dry and P&G are re- 
ported shopping for shows to fill 
spots reserved on CBS. Canada 
Dry, through J. M. Mathes, Inc., 
is expected to introduce a program 
Oct. 4 in the 7:30-8 p.m., EST, 
Friday period. P&G is understood 
to be looking for a Hollywood dra- 
matic show to debut Oct. 5. 


Luden’s Signs Up 


Luden’s, Inc., cough-drop maker, 
joined the fall sponsors’ parade 
last week by signing Hoagy Car- 
michael to star on a CBS show 
Sundays at 5:30 p.m., EST, be- 
ginning Nov. 3. Agency is Mathes. 
Last season the composer of “Star- 
dust” was on NBC for Table Prod- 
ucts, Inc. 

“Vox Pop” and “Inner Sanc- 
tum,” both on CBS, have traded 
sponsors, the former having been 
purchased by Thomas J. Lipton, 
Inc., the latter by Emerson Drug. 

NBC is getting Miles Lab’s 
“Quiz Kids” and Bristol-Myers’ 
Alan Young, both from ABC, and 
General Foods’ “Aldrich Family,” 
from CBS. CBS in turn is getting 
Matchabelli’s Stradivari Orches- 
tra, heard last season on ABC. 

Among the airwave favorites re- 
turning under the same sponsors 
are Walter Winchell on ABC; 
Ginny Simms, Jack Carson, Dick 
Haymes, Fannie Brice (Baby 
Snooks), Kate Smith, Ozzie & Har- 
riet, Frank Sinatra, Jack Smith 
and Jimmy Durante on CBS; 
“Spotlight Bands” and “The 
Shadow” on Mutual; Jack Benny, 
Ed Gardner, Red Skelton, Judy 
Canova, Kay Kyser, Burns & Allen, 
Fibber McGee & Molly, Amos ’n’ 
Andy, Bob Hope, Parkyakarkus, 
Abbott & Costello, Charlie Mc- 
Carthy and Fred Allen on NBC. 


Adds Representatives 


Jos. 
Chicago, has established corre- 
spondent representatives in 24 
principal cities throughout the 
world to serve its clients. 


No Burton Browne 
client has a 
competitor with 
better advertising 


ADVERTISING 


Complete Agency Service 


619 N. MICHIGAN, CHICAGO II + DEL. 8300 


| 


W. Hicks Organization, 


CHARLES S. DIEHL 


San Antonrio—Charles S. Diehl, 
92, former assistant general man- 
ager of the Associated Press and 
co-publisher of the San Antonio 
Light from 1911 to 1924, died here 
last Monday. 

Mr. Diehl first served with the 
Index, Wenona, Ill., when he was 
14. Later, with the old Chicago 
Times, he covered the Sioux In- 
dian campaign in the Northwest 
and the Chicago fire of 1871. He 
joined the AP in 1883, was super- 
intendent of the West Coast divi- 
sion from 1887 until 1893, and then 
became assistant general manager 
of AP in Chicago. He and Harri- 
son L. Beach, superintendent of 
the AP central division, bought 
the Light in 1911. They remained 
publishers until selling the paper 
to W. R. Hearst in 1924. 


T. W. PERKINS 

McKinney, TEX.—Tom W. Per- 
kins, 74, founder and publisher of 
the 49-year-old McKinney Daily 
Courier-Gazette and publisher of 
the weekly Democrat-Gazette here 


and the Times, Farmersville, Tex., 
died here Aug. 6. 


A. H. HILGARTNER 


BALTIMORE — Andrew H. Hil- 
gartner, 55, director of national 
sales, Station WFBR, died here 
Aug. 14 of a sudden illness. He 
joined the station in 1942. 


A. F. LEFFINGWELL 


New Haven—Albert F. Leffing- 
well, 51, a former partner in the 
advertising firm of Olmstead, Per- 
rin & Leffingwell, which he 
founded in New York but later 
dissolved, died here Aug. 14. He 
lived in Scarsdale, N. Y. 


Forms Thermostat Firm 


W. C. Stevens, formerly man- 
ager of thermostat sales of Wes- 
tinghouse Electric Corporation, 
has formed Stevens Mfg. Com- 
pany, to design, manufacture and 
sell electrical appliance and in- 
dustrial thermostats. The com- 
pany’s plant is in Mansfield, O., 
and sales offices are in the Rich- 


land Trust building, Mansfield. 
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Abramson Adds Account |Joins Macfadden 


Milwaukee Hydraulics Corpora- 
tion, Milwaukee, has appointed 
Ervin R. Abramson Advertising 
Agency, Milwaukee, to handle its 
advertising. 


Richard Garner, account ex- 
ecutive with American Broadcast- 
ing Company’s central division, 
has joined the staff of Macfadden 
Publications, Chicago. 
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ase Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. . 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 
Need we say more? 
14,000 CCA Circulation 
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e@ Yes, the number of Diamond Book Matches carrying 
advertising messages each month amounts to several hun- 
dred million. And the beauty of it is that you choose just 
the part of this circulation that you need—1,000,000 a 
month—10,000,000 a month—as much as you need and 


no more, 


You select the areas to be covered too—the west—the 
east—a group of states—a group of cities—sections of 


cities even. You choose. 


Diamond delivers through Dia- 


mond’s nationwide controlled distribution service. 
With such flexibility, it’s no wonder that more and 
more successful advertisers are using Diamond Book 


Matches to even out their national media coverage— 
to add strength to media structures where it’s 
needed, when it’s needed with selected intensity. 
And your message stands alone—free 
from competition. The circulation you pur- 
chase is yours and yours alone. There are no 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer... . . 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


—_—_— 


other ads, no news, no comics, 


nd more! 


Da 


\ 
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no editorial matter, to 


compete with your message on a Diamond Match Book. 
Your message is personal, too. It goes in your prospect’s 
pocket—or purse—where no other medium is habitually 
placed, and this personal intimacy adds power to the 
medium. You also get repeated readership—because 20 
matches in each Diamond Match Book mean 20 exposures 
to each advertising message. And the cost is much lower 


than you’d guess. 


« 


This all adds up to a very good reason why Diamond 
Book Matches have outpulled other and better known 
media, on a cost basis, in actual tests—and a very good 


To: Diamond Match Co., Dept. A-9 
310 S. Michigan Ave., Chicago 4, Il. 
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reason why it will pay you to learn all the facts 
about Diamond Book Matches now. We have facts 
and figures that will interest you and prove 
helpful to you. Just fill out the coupon below 
and mail it today, and a Diamond Book Match 
Specialist will be glad to call to see you. 


eer ee eer to a Man-Sized Media Problem 


I would like more information about Diamond Book Match Advertising. 
Please call on me at.......... O'dock, day ..-ccceee ree 
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SEND FOR 
YOUR 


FREE COPY 
TODAY! 


All sales-minded business men will find new and profitable 
facts in this comparative analysis recently prepared by 
National Advertising Company. This latest addition to 
National Advertising’s continuing research into modern 
selling techniques brings fresh information and a down-to- 
earth interpretation geared to the competitive days of hard 
selling which lie ahead. 
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REPETITION AT LOW COST 


Street Addre 


ie ___Zone State 


B National Advertising Co., 
THIS FREE REPORT » Department B 
may well pave the way § Westminster, Maryland 
to easier sales at lower ' 
costs. for your business. a 6G sutlenseen: 
Just fill in the coupon t Please send me a copy of “A Report on 
and your copy will be gj What Highway Advertising Offers Com- 
sent you without obli- B pared with: Magazines, Newspapers, 
gation. g — —Radio.” 
J Nome =~ eae 
¥ 
Dis tinclive e Title 
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NATIONAL ADVERTISING COMPANY 


_ WESTMINSTER, MARYLAND ~ 


Wallace Champions 
Newcomers in Air 
Cargo Competition 


(Continued from Page 1) 
tween points. In writing such a 
rule, he contended, CAB would 
destroy several hundred air car- 
riers who set up business under 
non-scheduled flight regulations 
issued in 1938. 

CAB has taken the position that 
many of these newcomers are not 
“non-scheduled” under the orig- 
inal meaning of an exemption 
established in 1938 to relieve sky- 
writers, charter flights and simi- 
lar activities of the burdensome 
red tape facing regular airlines. 

While the Secretary did not 
join this issue, he contended that 
the original exemption was so 
vague the board ought to assume 
that most of the businesses estab- 
lished since V-J Day were set 
up in good faith, and that it would 
be unfair to issue an interpreta- 
tion now which would force them | 
to shut down. Most of the non- 
scheduled services have developed | 
since the board conducted its in- | 
vestigation in the spring of 1945, 
Mr. Wallace said in urging a re-| 
opening of the record. 


2,700 Operators Involved | 


While there were 200 to 400 | 
operators at that time, he said | 
that since V-J Day the number 
has increased to 2,700, involving 
5,500 airplanes and 20,000 em- 
ployes. 

Mr. Wallace saw “a fundamental 
distinction” between 
airlines receiving air mail subsidy 
“with assurance of sufficient re- 
turns” and non-scheduled airline: 
“standing on their own feet at 
the risk of private capital.” 

“The department is not con- 
vinced that this distinction has re- 
eeived sufficient attention by the 
board in its decision to close entry 
and to restrict competition between 
fully scheduled airlines and those 
inaugurating operations under the 
board’s original exemption order,” 
he said. 

In the main, the non-schedulead 
operators are “young veterans, 
with new and aggressive ideas on 
how to develop air cargo business. 
how to organize and conduct effi- 
cient operations, and how to solve 
hitherto unsolved problems of im- 
proving air transport service,” Mr. 
Wallace said. 


Air Rates Lowered 


Asserting that “collectively they 
probably carry more freight at 
the present time and actively 
cover more territory than the 
scheduled lines,” he contended: 
“It would be highly desirable to 
permit these new operators, many 


scheduled 


of whom depend entirely on cargo 
revenue for their existence, to 
develop freely and vigorously this 
field as best they can.” 

While the additional competi- 
tion has already forced down air 
cargo rates, there is little likeli- 
hood of a dilution of traffic which 
would force the government to 
increase mail pay to subsidized 
carriers, he said. 

The scheduled carrier would 
normally have the advantage of 
extensive and full-time traffic 
generating offices, of frequent 
schedules, of definite return sched- 
ules, of established reputation and 
patronage, of through ticketing 
and baggage arrangements with 
other scheduled lines, and many 
similar sales advantages. 


Board Defends Limitation 

The board openly acknowledged 
that the 10-trip limit would pre- 
vent non-scheduled carriers from 
operating with sufficient regularity 
to attract shippers between major 
cities, but it said it felt that the 
established carriers were entitled 
to this business, 
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Though the board explained that 
lack of equipment had prevented 
established carriers from develop- 
ing air cargo earlier, Mr. Wallace 
said that it might be worth while 
to investigate their delay in view 
of the fact that they receive 25 
cents per ton mile for air freight 
compared with 45 cents for pas- 
sengers and mail. 


Schulman Buys Dejonge 


Louis Schulman, president of 
Louis Schulman Company, New 
York, A. S. Datz & Son, Inc., 
Philadelphia, and _ Springfield 
Coated Paper Corporation, Cam- 
den, N. J., has purchased the con- 
trolling interest in Louis Dejonge 
& Co., paper manufacturer, Staten 
Island, N. Y. 


Seed Account to Brewer 


Cargill, Inc., Minneapolis, has 
appointed Bruce B. Brewer & Co., 
Kansas City, Mo., to handle the 
advertising of the seed division 
only and not all the divisions as 
was reported in AA, Aug. 5. Olm- 
sted & Foley, Minneapolis, handles 
the other divisions. 


BAKERS’ HELPER Circulation 
up 1,884 in 12 months 


This is the largest, quickest gain in circulation 
in the 60-year history of BAKERS’ HELPER 


Consistently high editorial excellence produces high number of new 


subscribers. 


For five consecutive years, BAKERS' HELPER circulation has shown 


a steady climb. BAKERS' HELPER stands as the No. |! publica- 


tion offering manufacturers the largest audience of paid sub- 


scribers. 


Editorial excellence plus top circulation—the right combination to 


carry your advertising message effectively to the top 13,459 


é NATION'S. ‘BUSINESS 


Pt 3c 


bakers—those who do 90°, of the business in this two billion dollar 


| industry. 


THE 


take 


SPECIAL SERVICE FOR ADVERTISERS 


BLUE BOOK of the Baking Industry covers 7200 of the 
most worthwhile 
number of ovens, trucks, employees, method of distri- 
bution and annual gross sales. A valuable marketing 
tool for your sales manager. Ask for further details. 


bakeries. Lists executives’ names, 


217 Broadway. New York 7 


816 W. Fifth Street, Los Angeles 13 


105 W. ADAMS ST. 
CHICAGO 3, ILLINOIS 
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Life Insurance 
Campaign to Aid 
U.S. Home Life 


NEw Yorxk—On the _ theme, 
“Family happiness has to be 
planned,” the Institute of Life In- 
surance, under the signature, “Life 
Insurance Companies in America 
and Their Agents,” will start on 


' Aug. 26 the fourth year of a 


campaign, through J. Walter 
Thompson Company, on the con- 
tributions of life insurance to 
American life. 

Specifically, said Holgar J. John- 
son, president of the institute, the 
campaign will “help individuals 
and families manage their money 
for greater happiness and secur- 
iw 

A total of 160 companies will 
finance the new series, an increase 
of nine from last year, and the 
budget has been boosted $100,000 
to $1,400,000. Nearly every major 
company—an exception among the 
“big six” is Equitable Life As- 
surance Society of the United 
States—will take part. 


Includes 350 Dailies 


The newspaper list has been ex- 
panded to include 38 cities of 35,- 
000 to 50,000 population, and now 
totals 350 dailies in 220 cities. One- 
thousand-line insertions will ap- 
pear fortnightly. Capper’s Farmer, 
Country Gentleman, Progressive 
Farmer and Successful Farming 
also are scheduled. 

The program will urge families: 

“1. To anticipate and save in 
advance for fixed individual and 
family payments, such as rent, 
taxes, mortgage charges, life and 
other insurance payments, and 

“2. To save something extra in 
order to build up a ‘nest egg’ for 
emergencies and other future 
use.” 

In addition, the life insurance 
business is conducting a campaign 
to persuade veterans to retain 
their National Service Life In- 
surance, and has established the 
Life Insurance Medical Research 
Fund, which will spend $3,500,- 
000 in the next five years for 
research on diseases of the heart 
and arteries, a principal cause of 
civilian deaths in recent years. 


Koppers Appoints Four 
to New Department 


Robert H. McClintic has been 
appointed director of the newly 
formed public relations section, 
which is the consolidation of all 
public relations and advertising 
activities of Koppers Company, 
Pittsburgh. Ralph Winslow, for- 
merly advertising manager, has 
been named assistant director of 
public relations. Richard C. Carr, 
formerly in charge of general ad- 
vertising for Westinghouse Elec- 
tric Corporation, and Norman L. 
Park, formerly manager of public 
relations of Rustless Iron & Steel 
Corporation, Baltimore, have 
joined the public relations staff. 


KWBW Appoints West 


Malcolm West has been ap- 
pointed promotion and publicity 
manager of Station KWBW, 
Hutchinson, Kan. 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 
@ COAST TO COAST 
@ NO SUBCONTRACTING 
@ GUARANTEED SERVICE 
De Wolf rat settsctne suas 


2203 Fairmount Ave., Philadelphia 30, Pa 


New Book Reviews 
Talkies: Previews Tele 


“Okay for Sound,” published 
this week by Duell, Sloan & 
Pearce, provides a convenient re- 
view in text and pictures of the 
development of the sound motion 
picture. For radio and advertis- 
ing executives interested in mo- 
tion picture history and techniques 
because of their application to 
television, the book provides a 
summary of techniques and a his- 
tory of both the technological and 
artistic development of the talkies, 

The volume was edited by 
Frederic M. Thrasher, professor of 
education at New York Univer- 
3ity, and is published to coincide 
with Warner Bros.’ promotion of 
the 20th anniversary of talking 
pictures. 


Buys New Plant 


Package Machinery Company, 
Springfield, Mass., has purchased 
the East Longmeadow, Mass., 
plant of Pratt & Whitney from the 
WAA for $1,750,000. Package Ma- 
chinery will move all operations 
from the Springfield site to the 
new plant. 


Petrillo Attacks 
Anti-Petrillo Act 
As ‘Monstrosity’ 


Cuicaco—Attorneys for James 
C. Petrillo have filed a 145-page 
brief in federal court here charg- 
ing that the Lea “anti - Petrillo” 
Act is a “legislative monstrosity” 
passed with “unrestrained vin- 
dictiveness,” by Congress. 

The brief defends the American 
Federation of Musicians president 
in the test case of the act. The 
test involves Mr. Petrillo’s ad- 
mitted violation of the law by 
calling a strike at Station WAAF 
here when station officials refused 
to hire three additional musicians 
(AA, June 17). 

The brief asserts that the act is 
unconstitutional because it makes 
criminal “the ordinary strike and 
the peaceful picket for lawful pur- 
poses.” It calls the act unconsti- 
tutional, further, because it makes 
quitting work a crime and imposes 
involuntary servitude in violation 


of the 13th Amendment. 

The brief charges that the term, 
“number of employes needed by 
such licensee,” in the act is too 
“vague, uncertain and indefinite” 
to describe a crime. The law is 
called discriminatory, also, because 
it seeks to prevent musicians from 
striking to prevent broadcasts of 
music originating abroad, but per- 
mits stations to refuse to broad- 
cast such music. 

An appendix indicates that in 
1944, out of a total of 895 licensed 
radio stations, only 335 employed 
“live musicians.” The union’s fig- 
ures show that of 684 network af- 
filiates, 283 employed 2,345 staff 
musicians and paid them and 
musicians playing single engage- 
ments $10,596,538 in 1944. Also, 
it shows 52 or 211 independent 
stations paid $1,315,443 to 374 
musicians in ’44, 

Oral argument will be heard 
Sept. 19. 


KMOxX to Reach Out 


Construction has been started on 


a new 50,000-watt transmitter at 


63, 


Stallings, Ilt., for KMOX, CBS- 
owned and operated outlet in St. 
Louis. Expected to be in opera- 
tion by November, the new trans- 
mitter, while not increasing 
KMOX’s power, by its location is 
expected to give the station 39% 
greater over-all coverage. 


Joins Four A’‘s 


Cosby & Cooper, San Francisco, 
has joined the American Associa- 
tion of Advertising Agencies. 


RAILROADS! 


@ If you want to do business with the oil 
man . . . want to sell him terminal sites, 
refinery sites, freight-hauls, long-haul plush 


rides . . . cultivate him through his paper . . . 


PETROLEUM 


REFINER 


New York 
Tulsa 


Houston 
Chicago 


Cleveland 
Los Angeles 


stock-raising. 
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Chris Daugherty, 16, high school senior and Future Farmer, with 
purebred Hereford calf ''Kilocycle-News |", sponsored personally 
by executives of Radio Station WFAA and The Dallas Morning 
News. It's all part of a better-breeding program to teach Texas 
boys the value of quality, background (breeding), and scientific 


for 


to develop better stock 


vances. 


City planning is changing our urban conditions, too. The huge influx of new people 
into the Dallas market is not being passively squeezed in, but molded mostly into urban 
communities of better homes, better streets, new and modern industries, improved liv- 
ing conditions. 


Sell the readers of The News and you have sold the Dallas Market 


_ He Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 
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BACKGROUND 


TOMORROW 


Under a program begun at the Greater Pan- 
American Hereford Exposition in Dallas last year, 
a number of business and professional men have 
gone into partnership with farm boys. Purpose— 


Today everything is moving upward and for- 
ward in Texas Southwest. Farm life is improving 
—thanks to better methods, better equipment, 
rural electrification, irrigation, many other ad- 


re . % \ 


— 


= 
Ss 


and better stockmen. 


Throughout the whole Dallas area The News, carrying the standards of progress and 
sound enterprise lends to the modern trend the strength of an institution whose char- 
acter and integrity have been above question through six decades. 
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John B. Woodward, bac. 
Representatives 
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“Sure, you’re a hero .. . but where’s the story?” 


(Globe photo by Gilbert Friedberg) 


NOT FOR EXCLUSIVE INTERVIEW! 
John Ahern (arrow), Globe yachting 
writer, goes into the drink to assist cap- 
sized Snipe crewmen. Police boat finally 
hauled in all hands. 


The 


Our Sports Editor, a hard man, usually takes a dim 
view of reporters who steal time off for a quick dip in 
the Atlantic. But the day he learned that John Ahern, 
Globe yachting writer, had become the hero of Quincy 
Bay Race Week by rescuing a couple of capsized young- 
sters, he was, for once, at a loss for words. And when he 
found that John’s notes, both on the race results and 
the rescue, were still intact, he almost smiled. 


Coverage by Ahern and other player-experts in their 
fields is one reason why the Globe’s sports section is one 
of the best-read sections of Boston’s best-read newspaper. 


EBoston Globe 


MORNING -« EVENING - SUNDAY 
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NEW IN AGENCY RANKS—The partners in Sanderson, Roberts & Sotto, Santa 
Monica, Cal., agency organized early this summer, pose together, but not in 
the order of their agency's name. Left to right are Edward A. Sotto, former 
staff artist on the Washington Post; William H. Sanderson, and Hubert H. 
Roberts. The agency is a continuation of Sanderson & Co., Santa Monica, and 
a merger of Mr. Roberts’ agency and Advertising Aides, both of Los Angeles. 


PINEAPPLE PERK-UPS—Typical advertisement in Hawaiian Pineapple Co.'s first 


: twar selli for Dole pi le is this col heduled 
PRU TSSSHF Housekeeping, McCall's and Woman's Home Companion, N. W. Ayer & Son 


is the agency. 


POSTER AlD—Advertising Council ra- 
dio allocations, posters and printed 
media will publicize “National Employ 
the Physically Handicapped Week," 
scheduled for Oct. 7-13. According to 
Maj. Gen. Graves B. Erskine, director 
of the Retraining and Rehabilitation 
Administration, approximately 2,500,- 
000 persons of working age with perma- 
nent disabilities are nevertheless fit to 
do a good job. 


DISCUSS AD PLANS—A. H. Caperton, center, national advertising manager of 

Dr. Pepper Co., Dallas, talks over new ad plans at a Chicago dinner table with 

Bryce Spruill, left, and Burton Browne, head of Burton Browne Advertising. The 

agency has been appointed to handle advertising for the soft drink in the 
Chicago and Milwaukee area. 


ee A - ¥ 


: 
MARKER FOR AIRMEN—Nash Motors division of Nash-Kelvinator Corp. is 
completing plans for other markers similar to this one atop one of the buildings 
of its Kenosha, Wis., plant. The sign, in 15-foot letters, is laid out in accord- 
ance with CAA, and will become a part of all future air maps. Arrows give 
latitude and longitude, direction, miles to local airport and type of landing strip. 


Pine ee 


WOOLY—Winnie Wool is. the new 
trade character who will feature na- 
tional promotion for Rosswell Sports- 
wear Co., including store promotion ’ ‘ i 

VIDEO PREVIEW—Sid Hoff, cartoonist, second from left, sketches a sample and continuation of advertising in Call- LABEL DOES THE WORK—The giant-size bottle of Hyde Park beer lying on a 


: ‘ : Ae aa ing All Girls, Junior Harper's Bazaar, bed of ice tells the whole story in the current 24-sheet poster for Hyde Park 
w ecase WCEW.. Loctinn oe ee tas ce tk Oh tele Miss America and Seventeen. Breweries Association, St. Louis. Gardner Advertising Co. is the agency. 


sports director, who will do a “sports almanac" commentary on the program; 
George Moscovics, WCBW commercial sales manager; Lawrence L. Shenfield, 
of Doherty, Clifford & Shenfield, agency handling the account, and Robert H. 


Brown, vice-president and director of advertising for Bristol-Myers. 


ei 


FOR THE 'COKE' CROWD—AI Capp's Wolf Gal, out of the Li'l Abner comic , 

strip, is now on the market in Chen Yu nail lacquer and matching lipstick in ESQUIRE'S NEW GIRL—Fritz Willis and Joe De Mers work as a team in putting the new Esquire girl through her paces. 

this package aimed at teen agers. Trade announcements are appeering this Successor to the Varga girl, she makes her appearance in the September issue of the magazine. (For more on the subject, 
month as are national magazine and local newspaper ads. see Ad-libbing, Page 12.) 
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Bayer Appoints Shafer 


Judson B. Shafer has been ap- 
pointed assistant sales manager of 
the Bayer Company division of 
Sterling Drug, Inc., New York. 
Mr. Shafer, who has been asso- 
ciated with Sterling since May, 
1941, chiefly with Bayer’s foreign 
department prior to the war, re- 
turned to the division in January 
after serving three years as a 
naval lieutenant. 
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83 Advertisers 
to Back National 
Drug Brands Week 


New YorK—Nationally Adver- 
tised Brands Week, jointly spon- 
sored by the National Association 
of Retail Druggists and Drug 
Topics, returns Oct. 4-14 for the 
first time since 1942 with a pro- 
motional program embracing all 
media and enlisting the support of 
83 manufacturers. 

A display package to be sent 
to every retail druggist in the na- 
tion includes window streamers, 
diamonds and 83 product pen- 
nants. The streamers, in addition 
_to the “advertised brands” theme, 
will stress a “priced right’? slogan 
to tie in with the campaign’s anti- 
inflation theme. 

Local newspapers will be urged 
to capitalize on the merchandising 
effort, which in 1942 boosted re- 
tail sales by 15%, by selling local 


space. Mat services are cooperat- 


ing with special Brands Week 
copy for retail druggists. 

An all-star radio program is 
being scheduled nationally, while 
many local stations are making 
individual plans to promote the 
campaign. In 1942 the campaign 
reached. 341 newspapers, 30 -na- 
tional magazines and 626 radio 
stations. Retail druggists have 
been told about the campaign 
through a slide film shown at re- 
gional association meetings. 


To Zimmer-Keller 


Wilson Foundry & Machine 
Company, Pontiac, Mich., manu- 
facturer of an all-welded alumi- 
num garage door, has placed its 
advertising with Zimmer - Keller, 
Inc., Detroit. Business papers will 
be used. 


Iowa Names Fairall 


Fairall & Co., Des Moines, has 
been named by the Iowa State 
Centennial Commission to direct 
publicity for the state’s centennial 
observance this year. 
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MILL & FACTORY’S up-to-the-minute, verified 


count of manufacturers reveals 
plants in the Cincinnati trading 


the plants with sufficient buying potential to just- 
ify intensive sales and advertising efforts... the 
plants which pay off on your advertising invest- 


ment. 


For industrial marketers who want first-hand in- 
formation on this area, MILL & FACTORY has 
prepared a detailed report showing total worth- 


Mill & Factorys 


LEnoUo UF 


251 worthwhile 
area. These are 


Others 


while plants, how many in each industry, how 


many in each size group. A copy of this report is 


yours for the asking. 


CENSUS OF MANUFACTURERS 


MANUFACTURERS 


& Rated over $1,000,000 


100% 
750,000 to 1,000,000 20 20 100% 35 
— 500,000 to 750,000 21 21 100% 42 
| 200,000 to 500,000 38 38 100% 52 
75,000 to 200,000 34 34 100% 47 


7 * Mainly important unrated rlants. 
- ** Tests show each copy of MILL & FACTORY is read 
by 5 or 6 plant executives. 


PO Ese eee 


Worthwhile No. Receiving No. Copies 
Plants M.& F. of ML & FL 
90 90 


MILL & FACTORY ’S survey of the Cincinnati 


Trading Area is typical of its continuing studies. 


A Unique MILL & FACTORY “FIRST” 


Started nearly two years ago, MILL & FAC- 
TORY’S Census of Manufacturers is a continuing 
study of trading areas, entire states and eventually 
the entire country. It is made possible by MILL & 
FACTORY’S on-the-spot “circulation staff” of 
1450 salesmen of 135 strategically located indus- 
trial distributors. Because MILL 
distribution is through subscriptions paid for by 
industrial distributors, these “circulation men” 
know exactly who the key executives are in every 
U. S. plant. They see to it that these men receive 


MILL & FACTORY. 


BUFFALO 
DETROIT (Wayne 


INDIANAPOLIS 


Counties) 


& FACTORY’S  pirssurcn 


BRIDGEPORT 


SYRACUSE 


(Erie and Niagara Counties) 
and Oakland Counties) 
(Marion County) 


ALLENTOWN-BETHLEHEM 
(Lehigh and Northampton 


(Allegheny County) 
HARTFORD (Hartford County) 


YORK, PA. (York County) 
(Fairfield County) 


(Onondaga County) 


Other industrial areas on which complete returns 
are available are: 


CLEVELAND 

Cuyahoga County) 
ROCHESTER (Monroe County) 
ST. LOUIS (St. Louis County, 


Mo., St. Clair and 
_— Counties, 
AKRON (Summit County) 
CANTON (Stark County) 
TOLEDO (Lucas County) 
ERIE (Erie County) 
STATE OF MICHIGAN 
STATE OF COLORADO 
STATE OF CONNECTICUT 


WORCESTER 
(Worcester County) 


LANCASTER 
(Lancaster County) 


To get your copy of the complete survey of Cincinnati 
Market and surveys of other industrial trading areas, 
write to CONOVER-MAST CORPORATION — 205 E. 42nd St., 
New York 17; 333 No. Michigan Ave., Chicago 1; Leader 
Bidg., Cleveland 14; Forrest C. Pearson, 448 South Hill 
Street, Los Angeles 13. 


‘Spun Sun’ Lining 
Makes Big Splash 
in Promotion Debut 


(Continued from Page 1) 
poration, Toledo, during the war 
for boots, pants, jackets, B-29 and 
submarine insulation, and other 
military uses. Albert Richards 
has been granted exclusive use of 
the new material for sportswear 
lining. 

Stressing the theme, “Warmth 
without weight,” Milwaukee re- 
tailers placed a total of 12,289 
lines in display advertising in the 
Sunday, Aug. 18 Milwaukee Jour- 
nal announcing that Albert Rich- 
ards sportswear interlined with 
Spun Sun was on sale here for the 
first time in any market. Twenty- 
one individual ads ran in the Jour- 
nal, including a joint message by 
20 small stores which had never 
advertised before, one by Albert 
Richards, one by Owens-Corning, 
and one by Arthur Meyerhoff & 
Co., Chicago and Milwaukee 
agency handling the Albert Rich- 
ards account. None of the retailer 
copy was placed on a cooperative 
basis. 


Research Backs Claims 


Ads claim that Spun Sun linings 
are 25% warmer than heavy 
sheepskin or pile, and only one- 
third as heavy. They also empha- 
size that because the interlining 
is glass, it is not affected by mois- 
ture, acid, fire, moths, etc. One 
thickness of Spun Sun, covered 
and quilted into lining, is said to 
weigh only one-sixth as much as a 
single thickness of 24-ounce wool, 
yet holds the heat in and keeps 
the cold out “better than any 
other lining.” 


Advertising Age, August 26, 1946 


Bud Engel, advertising manager 
of Fried, Ostermann, said these 
statements are supported by scien- 
tific tests made by the Armour Re- 
search Foundation, Chicago. More 
than 2,500 retailers in the country 
have bought and plan to feature 
the newly-insulated garments, he 
added. 

The local sales premiere was 
preceded by a teaser campaign 
that ran for nine months in trade 
publications, followed by spread 
announcements which started last 
March. Albert Richards salesmen 
used color slides to tell the story 
to retailers throughout the coun- 
try. The Milwaukee Journal roto 
section pictured the story in a 
spread July 28, and Albert Rich- 
ards sent clip sheets to retailers, 
suggesting that they be mounted 
for counter display. The company 
also hired an airplane which flew 
over beaches, parks and the Wis- 
consin state fair grounds pulling 
this trailer message: “Wear Spun 
Sun by Albert Richards.” 

National consumer ads, said En- 
gel, will start in September. A 
four-color full-page ad is sched- 
uled for the Sept. 25 Saturday 
Evening Post and the Oct. 25 Col- 
lier’s. Ads also wil run in Boys’ 
Life, Esquire, Field & Stream, 
Fortune, Holiday, Life, Outdoor 
Life, Parade, Parents’ Magazine, 
Pic, Scholastic Magazines, This 
Week, Time and True. 

Additional store material in- 
cludes counter displays, calling 
the garments “The most revolu- 
tionary discovery in sports and 
glove wear,” and free grid revues 
providing 1946 football schedules. 


Paramount Uses Spots 

Paramount Pictures, Inc., 
through Buchanan & Co., Los An- 
geles, has purchased 52 weeks of 
station break announcements on 
Station KNX, Los Angeles. The 
contract is effective Aug. 22 and 
calls for three announcements per 
week. 


Les Angeles § Chicago 


LONG ample = tee. 


Fhiso-leligrant 


Represented Nationally by Williams, Lawrence & Cresmer 


New York 


rother, producing a 


SALANCED WEWS/APER 


is really rough, these days! 


Since newsprint is still a ‘collector's 
itemn”’ in Long Beach, we're forced to 
continue the rationing of advertising 
space, in order to maintain a balance 
of news and advertising. This policy of 
balance insures reader response to the 
advertising we're able to carry... thus 
we keep faith with the tradition of a 
fine California NEWSpaper! 
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Circulation 
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Philco to Plump 
for 600-Station 
Crosby Airings 


(Continued from Page 1) 
live broadcasts, or either party 
May cancel the contract, in event 
the show’s Hooperating falls be- 
low 12 in the first 13 weeks. The 
stipulation is that the alternatives 
in this event shall be effective for 
the ensuing 26 weeks after the 
minus-12 rating appears. 

Philco dealers will sponsor the 
show in localities where there is 
no affiliate of the network chosen 
to air the program. 


Will Supply Replacement 


Crosby will wax 39 weekly pro- 
grams, tentatively scheduled to 
begin in October, and has agreed 
to supply suitable replacement 
material for a 13-week summer 
program. 

“Crosby and Philco will be 
making radio history,” says James 
H. Carmine, Philco’s vice-presi- 


‘dent who sewed up the deal, “‘be- 


cause, through the medium of 
studio transcribed programs, it 
will be possible for the first time 
to hear one of the highest rated 
radio shows not only over a single 
network but in every city and 
town throughout the United States 

‘ich has a radio station, and 
it opens the opportunity for exten- 
sion to other countries as well.” 

Philco is said to have a heavy 
exploitaticn fund allocated to as- 
sure the project every chance of 
success. 


‘This Week’ 
Boosts Ad Rates 


New YorK—Advertising rate 
increases which boost national 
four-color, full-page rates from 
$18,170 to $21,250 were announced 
last week by This Week Magazine, 
published by United Newspapers 
Magazine Corporation. Black and 
white pages were increased from 
$16,385 to $18,745. The new rates 
become effective in January, 1947. 

The rate increases also apply 
to the Pacific Coast editions which 
can under some circumstances be 
sold separately. Previous full- 
page four-color rate in that area 
was $3,060 compared with the 
new ‘rate of $3,700. Black and 
white pages will be increased from 
$2,595 to $3,125. 

Effective Oct. 6, This Week will 
enter its 24th market at Rochester, 
N. Y., with distribution through 
the Democrat & Chronicle. 

Current over-all circulation is 
estimated now at about 8,400,000, 
which includes 1,191,082 on the 
West Coast. 


Enamel Kitchenware 
Campaign Planned 


With “reason why” copy in nine 
national magazines, the Enamel 
Utensil Manufacturers Council, 
Chicago, is launching a campaign 
promoting the use of enameled 
kitchenware. 

Estimated at an approximate 
$200,000, the campaign will fea- 
ture four-color full pages and 
two-color half-pages in McCall’s 
and Woman’s Home Companion 
and two-color copy in Better 
Homes & Gardens, Farm Journal, 
Progressive Farmer, Successful 
Farming, True Story and Woman’s 
Day. 

The campaign is scheduled to 
start in September and carry 
through March, 1947. Ruthrauff & 
Ryan, Chicago, is the agency. 


Appoints Robinson 
Kenneth L. Robinson has been 


appointed radio director of Arthur 


Researchers Land 
in Sweden, Begin 


Industrial Tour 


New YorK—A group of 22 
American industrial research ex- 
ecutives landed from the Grips- 
holm in Sweden yesterday, on the 
first lap of a month’s tour of the 
Scandinavian countries. Headed 
by Chauncey L. Williams, vice- 
president of F. W. Dodge Corpora- 
tion, New York, the group will 
study Swedish and Norwegian in- 
dustrial markets, and will acquaint 
themselves with advances of the 
countries’ technology during the 
years of the Nazi blackout. 

The tours are sponsored by the 
National Research Council, which 
has previously conducted similar 
trips to different areas. Maurice 
Holland, of the council, is execu- 
tive director of the tour, and is 
a New York industrial research 
advisor, 

The group is touring at the in- 
vitation of Edy Velander, profes- 
sor and director of the Royal 
Swedish Academy of Engineering 
Research, who also made arrange- 
ments with the Danish Academy 
for the group’s visit to Copen- 
hagen. 

Besides Mr. Williams and Mr. 
Holland and the wives who made 
the trip, the group includes: Al- 
bert Bergstrom, Timken Roller 
Bearing Company; Dr. Gustav 
Egloff, Universal Oil Products; 
E. W. Engstrom, Radio Corpora- 
tion of America; H. W. Graham, 
Jones & Laughlin Steel Corpora- 
tion; Oliver Kamm, Parke, Davis 
& Co.; Raymond C. Mayer, tech- 
nological public relations; Gunnar 
W. E. Nicholson, Union Bag & 
Paper Corporation; Carl Nielsen, 
Abbott Laboratories; William S. 
Nutter, Glidden Company; John §S. 
Pillsbury, Pillsbury Mills; C. F. 
Rassweiller, Johns-Manville Cor- 
poration; Willard F. Rockwell Jr., 
Rockwell Mfg. Company; H. H. 
Schell, Shelton Looms; Edward T. 
Schell, Sidney Blumenthal & Co.; 
Dr. Haakon Styri, SKF Indus- 
tries; Robert B. Taylor, Owens- 
Corning Fiberglas Corporation; 
Harlan Trumbull, B. F. Goodrich 
Company; Dr. Thomas H. Vaughn, 
Wyandotte Chemicals Corporation; 
Harold Vagtborg, Midwest Re- 
search Institute; Joseph A. War- 
ren, S. D. Warren Company, and 
Bert H. White, Research Advisory 
Service. 


Division Now Corporation 

Edward C. Hamm, formerly 
sales manager of the Service 
Caster & Truck division of Domes- 
tic Industries, Albion, Mich., 
which has been acquired by a 
group of Service executives, has 
been elected president of the new 
corporation, now known as Serv- 
ice Caster & Truck Corporation. 
Other officers are A. Graham Reid, 
vice-president; L. L. Reed, vice- 
president in charge of manufac- 
turing, and Elmer C. Goodall, sec- 
retary-treasurer and sales man- 
ager. 


Hooperatings Report 
Mr. D. A. in Ist Place 


In the Aug. 15th Hooperatings 
report, “Mr. District Attorney” is 
in first place among the first 15 
evening programs, with “Sus- 
pense” in second place and “Jack 
Haley with Eve Arden” in third. 

‘When A Girl Marries” heads 
the list of top 10 weekday pro- 
grams. “Portia Faces Life” is in 


second place and “Young Widder 

Brown” is third. 

Plens Safety Drive 
Pennsylvania newspapers are 


scheduling a $500,000 highway 
safety advertising program to run 
from Sept. 16 to Dec. 31. The 
ads, which are planned along the 
lines of war bond participation 
pages, will be supplemented by 


Meyerhoff & Co.. Chicago. He has} editorials ani cartoons, according 


been acting radio director since|to Stanley W. Calkins. president | 
the death of Nelson Shawn last|of the Pennsylvania Newspaper 


December. 


Publishers Association, 


Last Minute News Flashes 
Prefabricator Halts Output; Prices Too High 


TRENTON — Precision-Built Homes Corporation is taking space in 
New York, Boston, Newark, Trenton, Philadelphia, Washington and 
Los Angeles—all markets in which its houses have been sold through 
department stores—to announce that it will build no more houses 


until prices “come down again.” 


Copy signed by F. Vaux Wilson, 


president, said its four-room house, which sold for $2,750 in 1939, 


now must be priced at $7,500 and 


“we know it is not a good value.” 


The decision necessitated cancellation of $31,000,000 in orders and re- 
turn of deposits, Mr. Wilson told AA. The company will continue to 
build garages and tool houses, and the advertising of its subsidiary, 
Homesote Company, which makes insulating board, will continue. 
Williams & Saylor, New York, is the agency. 


Texas Co. Continues Sponsorship of Met 

New YorK—The Texas Company will take full pages in four colors 
in Collier’s, Life, Newsweek, Time and The Saturday Evening Post 
in November to announce its continued sponsorship of the Metropoli- 
tan Opera broadcasts on ABC Saturdays throughout the opera season, 
even though the Met’s opening may be postponed because of labor 
troubles. Newell-Emmett Company is placing the copy and Buchanan 


& Co. will continue to handle the 


program. 


Doremus, Colton Agencies Resume Steamship Ads 
New YorK— The Atlantic Gulf & West Indies Steamship Lines, 
effective Oct. 1, will resume prewar division of its advertising ac- 
count between Doremus & Co. and Wendell P. Colton Company, New 
York. Doremus will resume advertising for the New York and Porto 
Rico Steamship Company and the New York and Cuba Mail Steam- 


ship Company, which it conducted before the war. 


Newspapers, 


magazines and business papers will be used. The Colton agency will 
continue to handle the Clyde-Mallory Lines. 


Macfadden Begins ‘True Story’ Ad Series 
New Yorx—Macfadden Publications, through Raymond Spector 


Company, is beginning a 60-line 


newspaper Campaign in 83 dailies 


for True Story. Results of campaign, which will run on date of sale 
and for two subsequent days each month, using picture and balloon 
technique, will be compared for results with a spot radio campaign 


run previously. 


Rose Joins Pundits 
at $52,000 a Year 
as Bell Columnist 


NEw YorK—Billy Rose, who 
imparted the golden touch to a 
curious collection of pageants, 
spectacles and clip-joints, this 
week added another dough-pro- 
ducing facet. Mr. Rose will be- 
come a Bell Syndicate columnist 
on New Year’s Day, guaranteed 
a minimum of $52,000 next year 
for a five-days-weekly stint. 

The $1,000-a-week guarantee is 
against a fat percentage of the 
gross, and insiders think that the 
little showman may show a rate 
of income nearly equal to Walter 
Winchell, who draws a fabulous 
$1,200 a week against 50% of the 
gross. 

Rose’s blythe column, “Pitching 
Horseshoes,” started as an adver- 
tisement in New York newspapers. 
It is still running as an ad in the 
New York Daily News, and will 
until Sept. 9. On that date it will 
stop in the News, and will appear 
only in PM among the metropoli- 
tan dailies. 


Used in 70 Dailies 


The column which was offered 
to dailies in June for free (AA 
July 8), currently is running in 70 
newspapers across the country, in- 
cluding the Chicago Sun, Minne- 
apolis Star-Journal, Fort Worth 
Star-Telegram and the San Fran- 
cisco Chronicle. 

These newspapers will continue 
to publish the column free of 
charge until Dec. 31, 1946. When 
Rose’s advertising contract ter- 
minates with the News in Septem- 
ber, the feature will no longer ap- 
pear anywhere as an advertise- 
ment. 

When the contract was an- 
nounced by John Wheeler, presi- 
dent of Bell Syndicate, Billy Rose 
noted with considerable gaiety 
that 20 years before he had been 
a stenographer for the same John 
Wheeler. “I used to send out ma- 
terial John wrote,” he cracked, 
“and I’m very happy to know he’s 
going to do the same for me.” 

Rose’s column is batted out in 
collaboration with Lee Rogow, a 
copywriter for the Blackstone 
Company, the advertising agency 
handling the Rose enterprises. 


Open Road Revamps 
a . . 
Child Life’ Statt 

Janet Newton, recently engaged 
in research in elementary educa- 
tion and children’s literature and 
before that assistant editor of 
Antiques and associate editor of 
Country Life, has been appointed 
editor of Child Life, published by 
Open Road Publishing Company, 
Boston, succeeding Wilma McFar- 
land, who will continue as editor 
through the December issue. 

Mrs. Clayton H. Ernst has been 
named associate editor, and Jac- 
queline Steiner and Charlee Wil- 
bur have been appointed editorial 
assistants. Plans are under way 
for the redesigning of the maga- 
zine both as to content and layout. 


Sinclair Parables 
Promote Opaline Oil 


Sinclair Refining Company, New 
York, is currently conducting a 
magazine campaign for Opaline 
motor oil, utilizing parable tech- 
nique and emphasizing that the oil 
keeps a motor cleaner. 

The copy, black-and-white full 
pages, appears in Collier’s, Lib- 
erty, Life, The Saturday Evening 
Post and This Week Magazine. 
Local distributors are using similar 
copy in newspapers, and the com- 
pany is using spot radio, princi- 
pally station - break commercials. 
Hixson - O’Donnell Advertising, 
New York, is the agency. 


Appoints Jacobs Agency 

Calumet Iron & Supply Com- 
pany, East Chicago, Ind., has ap- 
pointed Jacobs Company, Chicago, 
to handle its advertising and pub- 
lic relations. A national cam- 
paign in business papers and farm 
publications, and a regional cam- 
paign in local newspapers, radio 
and outdoor posters have been 
launched. 


Cox, Haig Appointed 

E. T. Cox, formerly newsstand 
sales manager of International 
Circulation Company, New York, 
has been elected chairman of the 
board of directors. Robert E. Haig, 
formerly sales manager of Pocket 
Books, Inc., has been named to 
succeed Mr. Cox. 


Lemnmatn Joins Fogarty 
H. H. Lampman, previously di- 
rector of the public information 
section of the National Automatic 
|Merchandising Association, 
joined C. C. Fogarty Company, 


| Chicago, as public relations di-| 


rector. 


has | 
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Pharmacists Ask 
Again for Curbs 
on “Plug Uglies’ 


WasHINGTON— The American 
Pharmaceutical Association, in an 
editorial in the current issue of 
its monthly Journal, has again at- 
tacked “high-pressure, low-level” 
radio “patent medicine” commer- 
cials,; and demands cooperation 
from broadcasters in getting the 
more offensive commercials off 
the air. 

Last November, an editorial in 
the monthly pointed out that some 
radio programs of the “daily sick 
parade” variety were giving drug- 
gists bad publicity. It said radio 
stations and networks were “ap- 
parently unwilling to impose self- . 
censorship because of intense com- 
petition for sponsors.” It urged 
that the National Association of 
Broadcasters try to bring about 
“some over-all control.” 


Asks Media to Help 


Renewing its attack, the asso- 
ciation now points out that its 
position has this year received 
support from F. J. Cullen, execu- 
tive vice-president, Proprietary 
Association of America; U. S. 
Surgeon General Thomas Parran 
and others. The Proprietary As- 
sociation, it points out, has taken 
a step in the right direction by 
proposing to set up a joint com- 
mittee between manufacturers and 
radio officials, with similar com- 
mittees covering newspapers and 
magazines. 

“We have a right to expect that 
radio, and other advertising media, 
will meet this proposal at least 
half way to control wayward pre- 
prietary advertisers,” the editorial 
asserts. “Effective control ... is 
needed to protect the manufac- 
turer who promotes his products 
reputably. It is needed to proteet 
the prestige of the retail phar- 
macist or the physician who is 
frequently dragged into the com- 
mercials as an unconsulted part- 
ner in the ‘recommendations’ of- 
fered.” 


G-E Sets Debut 
for New ‘Vacs’ 


BRIDGEPORT, ConN. —General 
Electric Company will introduce 
postwar vacuum cleaners next 
month in the heaviest campaign 
ever scheduled for this appliance, 
with four-color page advertise- 
ments in Life and McCall’s, a 
spread in the Department Store 
Economist, and page copy in Re- 
tailing and Electrical Merchandis- 
ing. 

Four models of the new G-E 
vacuum cleaner line are in “good” 
production at the Cleveland plant. 
Agency for the account is Young 
& Rubicam. 

The cleaner campaign will con- 
tinue ‘monthly through the re- 
mainder of the year under the 
present schedule. 

G-E’s Chef electric clock for 
postwar kitchens also is scheduled 
for introduction late this month 
and in September in business and 
national consurner publications. 


Issues Retail Manual 


“Establishing and Operating an 
Apparel Store,” issued by the De- 
partment of Commerce and pre- 
pared by Fairchild Publications, 
New York, is a new manual in a 
series sponsored for small busi- 
ness and veterans. The 270-page 
book deals principally with wom- 
en’s and men’s specialty shops and 
shoe stores with an annual sales 
volume. of from $30.000 to $50,000, 
covering various phases of opera- 
tion. 


Canadien Aéinen Elect 


A. H. Allardyce, Winnipeg Trib- 
june, has been elected president of 
the Western Daily Newspaper Ad- 
| vertising Managers’ Association. 
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At first glance the rearmost seems to be—but your ruler will show 
that it’s just an optical illusion. 


Taking things for granted can become a dangerous habit, especially 
when selecting newspaper media in the great Chicago market. 


It requires more than a quick glance to choose the best. For instance, 
how well read is the newspaper you contemplate buying? No sales 
message can influence people who skip past it. But your ad in The 
Chicago TIMES, will receive full attention — and that’s no illusion! 


Here’s proof: 


Home delivery readers spend 50 minutes daily reading The TIMES. 
Newsstand purchasers spend 44 minutes daily reading The TIMES. 


(Median figures derived from five independent 
readership surveys by Northwestern University. } 


The TIMES goes home each evening to approximately a half-million 
representative Chicago families. They are 96 per cent concentrated 
in Chicago and suburbs, close to your retail outlets. You can reach 
this attentive readership through The Chicago TIMES at one of the 
nation’s lowest evening newspaper rates per thousand readers. 


To se// them in Chicago, tell themin “] FI E TIMES 


CHICAGO'S URE NEWSPAPER 
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